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“SF you want to forget all your 
other troubles, wear tight shoes.” 
Salvation Army War Cry. 


a * = 
BD. M. SELLEW of the Auburn 
Rubber Corporation, Auburn, Ind., 


says: 





“We had the unpleasant experi- 
ence with contracts some years ago 
that might be of interest in this 
same connection in which we had 
contracts for a specified quantity of 
our product to be taken out within 
a specified time at a price. The rub- 
ber market advanced rather strongly 
during this period and our custom- 
ers not only took out every pair on 
the contract but asked us to allow 
them to purchase as much as 25% 
to 30% more after the expiration of 
the time, implying quite strongly 
they would consider it very un- 
friendly on our part if we did not 
give them more merchandise at the 
low prices. 

“The following year we had a 
similar lot of contracts and during 


this period the rubber market broke 
very badly—from about 18c to 10c 
—if we remember correctly. None 
of our customers took out all of 
their commitments and we were 
forced, in a good many cases, to cut 
our already established, agreed- 
upon prices to get even part of our 
contracts shipped. This merchan- 
dise was not shipped to retailers or 
to jobbers, but to manufacturers.” 


€.. _B. LEVY of The Strouss-Hirsh- 
berg Company, Youngstown, Ohio, 
writes: 

“Some plan for liquidation of 
stocks and clearances is definitely 
one of the most progressive steps of 





the entire shoe industry and de. 
mands a great deal of thought. | 
might say that I, too, have given 
this matter serious consideration in 
view of the fact that in the past five 
years markdowns have been steadily 
increasing, which has definitely been 
brought about by a faster tempo of 
styles and merchandising. I com- 


(11) 


pare it to a millinery business with 
a shoe store markon. 

“There are only two ways to look 
at this problem. One is either that 
the industry must realize that we no 
longer can work upon approxi- 
mately a 40% markup on any fash- 
ion shoes but must operate as mil- 
linery departments do with a goal 





figure of not less than 50% markup. 
By so doing it would be possible to 
either dump or destroy in any man- 
ner, leftover shoes, broken sizes, 
etc., at the end of each season and 
still have a good margin left that 
would be commensurable with the 
efforts that we put into operating a 
shoe business. If we do not attain 
this goal, the only alternative is as 
you suggest, a liquidation point in 
some means or manner. 

“I somewhat feel that this latter 
plan is very sound and could be 
worked out most satisfactorily. | 
would suggest that we do not try to 
saturate foreign markets because of 
the fact that it is a costly operation 





[12] 


to ship shoes to a given point and 
reship them to another market. In 
other words, by the time the shoes 
are resold the price again is too 
high to liquidate the shoes at any 
satisfactory price. The only logical 
solution I feel would be workable is 
to form a shoe association in a given 
community, such as forming a dis- 
trict for either an individual city or 
a given territory of a certain radius 
of 50 to 70 miles in all probability 
whereby shoes could be disposed of 
in a large warehouse store or an 
off-location where there would not 
be an expensive occupancy charge 
and that this particular business 
would be run on a cooperative basis. 
In other words, all stores agreeing 
to work on this plan would share a 
cost of operating this particular out- 
let store. Any and all shoes shipped 
to this particular location would be 
sold at the best possible price and 
thereby a return would be made to 
the participating parties in a ratio 
that could be best obtained, deduct- 
ing occupancy, and cost of this par- 
ticular outlet.” 








ARTHUR GOODFRIEND of the 
Goodall Company, who returned re- 
cently from a»month’s survey of 
retail store conditions in London 
and Paris, says: 

“The buyer is still supreme and is 
held responsible for the profit show- 
ing of his department. The execu- 
tives in the front office, while refus- 
ing to hamper the activities of their 
buyers, are lending a helpful hand 
along promotional lines and are 
sharpening up their advertising ef- 
forts. In fact, in the realm of men’s 
wear advertising, of which I made 
an especially careful study, | came 
across several fine examples of 
‘human-angle’ advertising which 
combined a subtle wit with a strong 
sense of sell advertising which, from 
a review of the figures, clearly paid 
for itself. 

“If there is one single quality in 
which both the English and French 
stores have surpassed those in the 


~ 














—"A man has only himself to sell,” 
says J. G. Jones of Alexander 


Hamilton Institute. “It's c mar- 
keting 
ill pay for his services de- 
pends. in large measure on his 
ability, intelligence, experience 
a ho eat hi 
wa S appearance 
—isn't that of vital importance 
also? 
—Many a product sells better be- 


—Man is a pr ood uct 
after all, and why put solleieed 
product in a poor abr tn 

—National Men's Shoe Week is 
= uled for September 9th to 

—Don't let the men in your com- 
munity forget that "A Man Is As 
Smart As His Shoes.” 


Se ss & - 


President 





United States it is the work they are 
doing with their selling personnel. 

“Even in the largest department 
stores salespeople display a grasp of 
their merchandise and an under- 
standing of the customers’ require- 
ments which one would normally ex- 
pect to find only in smail specialty 
shops. It is to this emphasis on 
highly skilled salespeople, plus the 
fact that the buyer is still largely 
responsible for the profitable con- 
duct of his department, that the suc- 
cess and consistent profits of the 
British and French department 
stores are due.” 


CHARLES A. IRWIN, advertising 
manager of The Marston Company 
at San Diego, Calif., at the Na- 
tional Retail Dry Goods Association 
mid-year convention, said: 

“Today we are required to go 
after trade the same as every other 
store, aware that our customers are 
‘anybody’s customers’; aware that 
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the younger generation owes no 
loyalty to our traditions; aware that 
newcomers to our city have ‘never 
heard of us.’ We must not, and do 
not, lose sight of the fact that if our 
customers can’t find merchandise to 
their liking at our store, they can 
find it across the street, or at their 
neighborhood store . . . or failing 
there—a streamline train, with 
streamline fares, is ready to take 
them to Los Angeles. 

“We try to strike a correct bal- 
ance between windows as ‘preity pic- 
tures’ and windows as ‘selling medi- 
ums.’ We try to have backgrounds 
and display devices attractive in 
themselves, without losing sight of 
their functions as backgrounds and 
frames, for focusing attention on the 
merchandise displayed. There are 
times and seasons when purely insti- 
tutional or prestige windows are 
put in, and at such times, every ef- 
fort is made to have our windows 
the ‘talk of the town.” 





“As to advertising, we do not use 
price comparisons. There are no 
exceptions to this rule . . . at any 
season, or for any department, or 
any item. We believe our customers 
like it, we believe it eliminates any 
possibility of padded values, or 
over-enthusiasm, creeping into our 
marking of goods, and our printed 
messages. We believe it reasonable 
to suppose that overstatement else- 
where, may be tough competition 
for the moment, but that in the last 
analysis, they ‘come into OUR store’ 
because of the confidence their own 
experience has proved they can 
have in our advertised offerings.” 


ood * * 


EN addition to operating the Health 
Spot Shoe Store in Salt Lake City. 
William A. Martin is president of 
the OPTIMIST CLUB. He came to 
Salt Lake City over two years ago 
from Bellingham, Wash., and has 
made many friends in his new home 
town. He attracts favorable atten- 
tion to his store by the distribution 
of a card, which reads: 
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“THE OPTIMIST CREED of the OPTI. 

MIST CLUB. . . . Promise Yourself: 

To be so strong that nothing can disturb 
your peace of mind. 

To talk health, happiness and prosperity 
to every person you meet. 

To make all your friends feel that there 
is something in them. 

To look at the sunny side of everything 
and make your optimism come true. 

To think only of the best, to work only 
for the best and to expect only the 
best. 


WEALTH~PROSPERITY - 
wa?’ 





To be just as enthusiastic about the suc- 
cess of others as you are about your 
own. 

To forget the mistakes of the past and 
press on to greater achievements of 
the future. 

To wear a cheerful countenance at all 
times and give every living creature 
you meet a smile. 

To give so much time to the improvement 
of yourself that you have no time to 
criticize others. 

To be too large for worry, too noble for 
anger, too strong for fear and too 
happy to permit the presence o/ 
trouble—Christian D. Larsen.” 


A WORLD'S FAIR PLAINT 


“Arf a step, ‘arf a step 
’arf a step onward, 

’ampered by ‘eel-less shoes 
*opped the four *undred.” 


With apologies to Kipling, or whoever it 
was that originated this verse in the days 
of the ‘obble skirt. 

(Signed) 
Ima Welt. 
W.. R. SHRIGLEY of L. B. Evans’ 
Son Company, Wakefield, Mass., 
says: 

“There is no question that there 
are many unfair returns, and this 
can be obviated by not selling the 
account the second time. However, 
the manufacturer or his agent is 
often to blame. In his avaricious- 
ness for a large order he is apt to 
sell his customer more than he 
needs, with the result that the cus- 
tomer has the shoes on his shelf 
long after they are passé. 

“It is much better business to sell 
less and have the customers reorder. 
After all, the buyer and seller are, 
to all intents and purposes, part- 


ners, and what is good for one is 
good for the other. Take away the 
over-selling and you are helping the 
situation.” 
+ * - ‘ 

A NEW ENNA JETTICK musical 
program will begin Sunday after- 
noon, August 20th, over 80 NBC 
stations. Jimmy Shields is featured 
tenor, supported by the Norsemen 
Quartette and D’Artega’s orchestra. 
Style news will be given by Rosa- 
mond Ames. Before going on this 
coast-to-coast Red network, Enna 
Jettick Melodies were pre-tested last 
Spring over a single New York sta- 
tion. Programs featuring “The Shoe 
of the Week” produced definite 
store results. Dunn and McCarthy, 
Inc., makers of Enna Jettick Shoes 
for Women, were pioneer users of 
radio, being the first manufacturer 
of shoes to go on the air and the 
first to use a complete coast-to-coast 
hook-up. 


THE GOOD OLD DAYS 


Those good old days were not so hot, 
If you are asking me, 
For good old shoes are not forgot, 
Nor can they ever be! 
. 7 © 


I have reminders on my toes, 
Plus bunions, hard and queer, 
Mementoes of those long-agoes 
That sweet old yester-year. 
7 . * 


Let poets rave, but not one verse 
Is penned by man, I know, 


Who e’er had copper, iron, or worse, 
Built in around his toe! 
a . > 
No eulogy on days of yore 
Can e’er be spoke in truth 
By any man who ever wore 
Such boots as spoiled my youth. 
& e . 
The “feet” that make the poet's line 
May laud those olden days, 
But, speaking for these feet of mine 
i must withhold my praise! 
—J. Eow. Turret. 


, L ‘ 
Wy eM 


S6WY OMEN’S legs deserve every 
break fashion trends can give them,” 
explained Edith Head, Paramount 
Designer. 

“When women are silly enough 
to turn away from the things they 
know are flattering to them and 
their figures—just because the shoe 
manufacturers are enjoying a ‘trick’ 
fad—I’m discouraged,” said Miss 
Head. “I wish girls would use com- 
mon sense about shoes and select 
them appropriately for the clothes 
with which they will be worn. Flat 
soles belong to sportswear and high 
heels to evening, in spite of whim- 
sical departures by shoe manufac- 
turers.” 





EC ure wis 1s eRear STUFF 
(fA To Know— EsPeciAuy SINCE 


“THE Boss STOCKED THAT NEW 
é LINE oF CoRRecTiVE SHOES— 


C Boy— THAT'S A Sweee cHnarreR 
ON ARCHES— | MUST MemoRize 
“THOSE IMPORTANT SOUNDING 

PRoPFESsiONWAL WORDS--- 
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ACUTE METATARSAL 
PRONATION / 


















































cN you SAY THAT TO 
ALL THE GIRLS/ 
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MEN’S SLIPPERS MADE for MEN 


‘MOORE than ever before, this season will see a line of 
men’s slippers that have been definitely styled for men 
alone. Manufacturers have outdone themselves in pre- 
senting smarter and more acceptable slippers for men 
with new styles, patterns and upper treatments that are 
certainly destined to make men more slipper conscious. 

Styles which found their inspiration last year in the 
Norwegian and slack patterns have been further de- 
veloped and, as the slack shoe found ready acceptance 
in the men’s shoe field, so too, these styles in slippers 
have made a definite niche for themselves in the slip- 
per field. 

A new innovation this year and one destined for 
ready acceptance from male customers is the woven 
slipper. Styled in both the popular opera and the 


by RBAYMOND H. GOODRIDGE 


Norwegian pattern, these slippers with woven foreparts 
make a smart and comfortable appearance. 

The popular opera style will continue to lead the 
field as it has done for so long and it is very doubtful 
if this slipper will ever be superseded by any other 
style. True, this style has been developed from season 
to season with new treatment and combinations of ma- 
terials and is today a long way from the old soft sole 
staple of a few years ago. 

This year sees the combination of the opera with 
certain features of the Norwegian pattern, principally 
in the foreparts, the whole making a truly masculine 

[TURN TO PAGE 3], PLEASE} 
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Farther Developments in the Men’s Slipper Field in 


Pattern and Upper Treatments Have Resulted in a Line 
of Comfort Footwear Definitely Styled for Men 


Merchandise Sources Will Be Found on Page 31 









































Smart multi-color hostess sandal. Mid- 
dletown Footwear, Inc. Formal mule in 
wine satin with gold kid at the stream- 
lined throat. Stone Shoe Co. Pleating 
is the attractive style note of this satin 
slipper. Eastern Footwear Corp. 


TWO trends point to a good Fall season for 
the slipper department. Buying is early. The 
slippers are in the stores now in time for the 
back-to-school and college trade, and business is 
brisk. The college girl is not thinking just of 
the warm Fall months. She is providing for 
right up to Christmas, which means that she 
wants boots and scuffs with wool linings and 
fur collars as well as felt and flannel, kid and 
satin, slippers and mules. Her choice of styles 
being a good indication of smart youthful taste 
everywhere, what she is buying now should be 


a forecast of what women in general will want a 








Up-to-the-minute Dutch pattern in blue 

crepe and satin with contrasting wine 

trimming. Charlsam Footwear Corp. 

Soft capeskin “Mocc-a-Boot” with shear- 

ling lining. Consolidated Slipper Corp. 

Dutch pattern in two tones of blue felt. 
Restful Footwear Co. 








sheepskin collar. Johnstown Wool Co. 
The lingerie treatment is the interesting 
new style note in this boot of quilted 
velvet. Fern Shoe Co. White rabbit 
scuff with soft sole, a popular college 
type. Swan Slipper Co. “Springtime in 
China”—picturesque sandal with thick 
cork sole and dainty hand embroidery. 
La Marquise Slipper Co. 


Photo at left courtesy of Gor- 
ham Sterling. 


little later and the numbers best suited to the 
Christmas trade. And speaking of Christmas, 
we are glad to note that more and more slippers 
are being sold the year ‘round, not just for 
that, and one or two other, short seasons like 
Easter and Mother’s Day. This idea should be 
encouraged in every possible way. It makes for 
a healthier—and better—business and it is in 
line with the general style interest in casual 
types of shoes of all sorts. 

The other trend to be noted and encouraged 
is the closer coordination between the slipper 
and negligée departments. Stores are recogniz- 
ing the advantage of close cooperation between 
these departments, although only a few of them 
have rearranged their departments so that the 
slippers are adjacent to the negligées and 
hostess gowns, instead of to the shoe depart- 
ments. The more enterprising stores have begun 
to make the change, however, as we have already 
noted in Boot anp SHoe Recorper (April 29). 


In shoe stores where, of course, there is no pos- 




















sibility of this kind of close coordination in sell- 


Dainty satin slipper with soft draped ing, we suggest the use of color coordination 
bow, just right for silk or satin gowns. h 

Tailored type in flannel to match the charts and small models or sketches and posters 
dressing gown so popular with college to show types and styles of hostess and dressing 


girls. Both from Daniel Green and both 


with special soft sole construction. [TURN TO PAGE 59, PLEASE] 








Modern and attractive interior 
of I. Miller Salon at Hartford, 
Conn. “When we opened our 
new shop,” said Harry J. 


Fleischer, manager, “we found 

the air-conditioning system to 

be invaluable both to salesmen 

and customers. Customers found 

it delightful and were in a 

much more receptive mood for 
buying.” 





NEW TRENDS 


THERE are a number of indications at the present time which suggest the prob- 
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IN STORE INTERIORS 





ability of a widespread movement in the direction of store modernization between 
now and the Summer of 1940. Business improvement invariably encourages many 
merchants to improve their stores, and all of the indices at the present time point 
to an expanding volume of trade at retail. Added to that is the powerful influence 
of two world’s fairs, whose architecture, lighting and color effects can hardly fail 
to affect the thinking of thousands of merchants who visit them. And, most im- 
portant of all, the new developments that have come about in the field of store 
equipment and materials, including furnishings, lighting, display fixtures, floor 
coverings, decorative materials, air-conditioning, etc. 

The new fluorescent lighting is an important example of ideas that have been 
developed and put to practical use in this year of world’s fairs. It promises to 
have an important effect on the future trend of store lighting, both for window 
displays and interiors. It has already been adopted by a number of new stores 
which have been completed or modernized this year. 

The newest developments in air-conditioning will undoubtedly have the effect 
of convincing many of the shoe merchants who have hesitated up to now, to install 
this improvement before another Summer. Retailers who have air-conditioned 
their stores are practically unanimous in their enthusiastic endorsement of ' 
value in attracting customers during warm weather and in improving the efficienc 
of the store personnel. Competition is rapidly compelling other merchants to give 


serious consideration to the subject, and the variety of equipment now on the 
[TURN TO PAGE 32, PLEAS 
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Right: Shoe department in 
Himelhock’s, Detroit, is sepa- 
rated from the rest of the floor 
by mirrored columns. Soft 
beige-gray and pastels are used 
a the color scheme in this air- 
conditioned salon. Indirect 
lighting is used to produce a 
modulated, mellow light which 
can be controlled to suit the 
hour of the day and weather 


4 conditions. 





Important Developments in Lighting. Air-Conditioning, Display and 
: Decoration Promise to Influence Many Merchants Who Have Visited 
the World’s Fairs with Minds Open to New Ideas 


Left: Inspiration for the French Room of Chan- 
dler’s Boot Shop, Hollywood, Calif.. came from 
“Le Petite Trianon” of Marie Antoinette. Baro- 
que in design, it has pastel pink panelled side 
walls, set with three full-length grouped mirrors, 
the center one topped with plaster scrolls. This 
store is air-conditioned with thermostatic control. 





fect 

tall 

ned Right: Shoe Salon at James McCreery & 

its Co., New York, uses wall frames to set 
off the shoes displayed. The shadow 

ncy boxes and doorways in the slipper sec- 


tion are lined with yellow quilting. Soft 
green, brilliant orange, clear yellow and 
the dove gray are the colors used. 


st] 


rive 








WHAT WILL THEY 


THE customer, a young woman, appeared to be un- 
decided. The store was crowded to capacity. Other 
patrons were clamoring for attention. Desperately, the 
salesman sought to clinch his sale. Of the two styles he 
was showing his customer, one was severely tailored; 
the other, tailored with a note of dressiness. 

“This style looks best by far,” the salesman was say- 
ing, indicating the severe number. 

“It’s very confusing,” the young woman answered. 
“I just don’t know.” She frowned in honest indecision. 

“They are both excellent values, but this style will 
give you better wear.” 

For some+$ime, the section floorman listened. Finally 
he motioned the salesman over. 

“Why are you pushing the conservative style?” he 
asked him. 

“You know why,” the salesman answered. “There’s a 
spiff in it.” 

“But does it pay you to take so much time with her? 
You could have been closing two other sales mean- 
while.” 
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“GO WITH’’? 





“She's a tough nut. They take a long time to crack.” 

“What if she doesn’t crack—then where’s your per- 
centage?” 

The salesman threw up his hands. 

“Why don’t you sell her what she wants and finish 
up quickly?” 

“But that’s just it! 


? 
. 


She doesn’t know what she 
wants 

“I think she does.” 

“Okay, you tell me.” 

“Have you noticed the suit and blouse she is 
wearing?” 

“No.” 

“Take a look at them.” 

The salesman did, then turned back. 

“What did you see?” 

“I don’t know what you mean.” 

“How would you describe the blouse?” 

“You mean as to style?” 

“Yes.” 

“Well—-kind of dressy.” 
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Why It Is of Prime Importance to the Man at the Fitting Stool to Train 


His Observation and Always Keep in Front of His Mind the Principle 


That the Well-Dressed Woman of Today Never Thinks in Terms of 


Single Items of Apparel 


by MILTON FIGEN 


“Correct . . . now don’t you think it is possible that 
she might like a touch of that dressiness in her shoes 
too—as a sort of relief to the tailored effect of her 
suit?” 

The salesman took the hint and returned to his cus- 
tomer. A moment or two later he was escorting her to 
the wrapping counter. 

The above incident is related exactly as it occurred 
recently at one of the largest popular price chain shoe 
stores in Minneapolis. The section floorman in the inci- 
dent is the writer of this article. For his suggestion to 
the salesman of a means of quickly winding up his sale, 
the writer claims no special astuteness. He was employ- 
ing an understanding of ensembling obtained through 
previous experience in shops selling ready-to-wear and 
accessories at popular prices. He was employing a 
knowledge, which the salesman lacked, of one of the 
most fundamental maxims of the buying psychology of 
women. That maxim is that women never think in 
terms of single items of apparel, except as related to 
what they are going to wear them with. 


THE expressions, “wear with” and “go with” might 
well be branded into the consciousness of every person 
engaged in servicing the attire requirements of women. 
When a woman enters a shop, foremost in her mind is 
the thought that what she is seeking must fit in either 
with the wardrobe she has, or with wardrobe items she 
is planning to purchase. This is understood by women 
sales people much more than by men. ff is no accident 
that the question universally asked of their customers 
by ready-to-wear salesladies is “What do you intend 
wearing this with?” 

In the instance of the young woman, whose story was 
earlier related, she wanted a shoe style which would 
complement the suit and blouse in which she was at- 
tired. The salesman’s principal mistake was not in 
trying to sell her a shoe to which a spiff was attached. 
Tt was in forcing and confusing his customer by playing 
up a style (spiff or no) which failed to “go with” her 


ensemble. The error arose out of his blindness as to 
the function of shoes. The first cavelady who wore a 
pair of shoes may have wanted them for no other pur- 
pose than to save the wear and tear on her feet. The 
modern woman also wants to save wear and tear on her 
feet. But she wants something in addition. She 
wants style, and she wants the style to relate to the 
rest of what she is wearing. The salesman remarked 
that the customer “did not know what she wanted.” 
He may not have known what she wanted, but she did. 
Had the salesman taken the time to observe what the 
woman was wearing and inquire as to whether the shoes 
were meant to “go with” her ensemble, he would have 
advanced himself a long way on the road toward filling 
her requirements. 


A WOMAN planning her wardrobe may be perplexed 
by a thousand uncertainties. How is she going to 
manage gloves, hat, handbag, dress, coat and shoes on 
her limited budget? Which basic ensemble color will 
she look best in? What is a good contrasting shade for 
her accessories? Shall she lean toward a spectator or 
a dressy effect? Shall she go with the fashions or shall 
she stick to what she knows she looks good in? She 
wants to be “in the mode,” attractive, and sensible all 
at the same time. But of one thing she is always certain. 
Every dollar that she does spend of her husband’s hard- 
earned money is going to be spent on things which 
blend, harmonize and relate—things which go together. 
If a shoe salesman is going to save himself time, it 
is up to him to take time to help his customer reconcile 
some of the uncertainties and conflicts which are con- 
nected with her ensemble problem as a whole. The 
question may arise as to how far along this line it is 
within the scope of a shoe salesman to go? The prac- 
tical answer is that he shall go as far as is necessary 
to assist the customer in crystalizing her choice on a 
pair of shoes which will conform to an ensemble plan 
acceptable to her. As a rule, the customer has a pretty 
good general idea as to the costume picture against 
[TURN TO PAGE 32, PLEASE | 








Te feo 


OUTLOOM 





A TRIBUTE of gratitude to the writer of a letter, who 
did a lot to restore our sense of proportion—after hav- 
ing a spell of writing with vinegar in the ink. Maybe 
doctors who spend most of their lives with sick people 
get into the frame of mind of believing that this is 
entirely an ailing world. For several months now we 
have had so much wailing on our shoulder that the 
tears have turned to bile. It isn’t in our nature to be 
always looking on the dark side, but, after all, the 
RECORDER is a mirror of the industry and present re- 
flections are largely on the dark side. But a bright flash 
of light hits the mirror when we read this letter: 


“Gentlemen: My father-in-law, who was in the retail shoe 
business in Kansas for a great many years, failed as a young 
man in the year 1884. He has long wanted to pay his 
creditors of that period, but old age crept upon him before 
he got around to it, and he asked me to take up the task. 

“I find it difficult to obtain information regarding a 
number of firms doing business that long ago, for the ma- 
jority of them have ceased to exist or have been superseded 
by other firms whose names I do not know. 

“In view of the fact that I cannot locate these concerns 
through the ordinary methods of directing letters, searching 
directories, applying to mercantile rating agencies and the 
like, it seemed that the best method was to try to find some 
old timer familiar with the history of the trade and who 
might know something of the firms if they are still in ex- 
istence or what happened to them, if they have ceased to 
exist. I thought perhaps someone in your establishment 
might have such knowledge or that you could refer me to 
someone well versed in trade membership over the years who 
could help me locate the desired parties in order that a 
a to liquidate a moral obligation might be made. The 

that I refer to are the following: Taylor Rodgers and 
Company of Toledo, Ohio; Reynolds Brothers of Utica, New 
York; rf P. Dodge & Co., Newburyport, Mass.; Murphy 
and Comstock, Lafayette, Ind.; Zeigler Bros., Philadelphia, 
Pa.; Rock Island Shoe Co., Rock Island, Ill.; Stoneham 
Co-Op Shoe Co., Stoneham, Mass. 
“I hope I am not asking too much.” 


There you have, in a living letter, the pain of an 
honest man, the hurt of which has continued for 55 
years, and the kindness of a son-in-law. To the best of 
our knowledge and recollection, the seven concerns 
above enumerated have been long out of business and 
whether or no payment is made, the spirit is com- 
mendable. 

After all, business is a spiritual venture as well as a 
commercial adventure. There are spiritual values in 
good work, humble or high; and no man’s life is deemed 
worthless who has done his best with the talents he 


Alse Profound Respect for Merchant Honesty 





by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


possessed. It is when the talents go awry, twisted and 
distorted by greed and cunning that they do irreparable 
harm to the system of free enterprise. 

Some men have the talent and the good fortune and 
the good health to ride along the road to success but 
if there are honest detours and even failures, it is all 
part of the life stream of business. Few men live to 
four score and ten and few businesses live to 55. The 
spirit of man and the true spirit of business live on— 
and are the better for examples like the above. 

We are not going to moralize on the subject. Our 
only comment is that a vast majority of business men 
have that same feeling about an obligation—that bank- 
ruptcy does not always wipe out everything. Not that 
there is any stigma to an honest man making mistakes 
and going through the legal form of wiping the slate 
and starting over again! The finest recommendation 
that can be made any clerk, merchant, salesman or 
manufacturer is: He is honest. He is able. He is faith- 
ful. These three simple virtues make the capitalistic 
system worth preserving. We add a fourth one—He is 
ambitious, for that is the spark that makes a business 
grow. 

From time to time we have repeated the statement by 
Frank Rand of St. Louis, made at the first National 
Shoe Fair. It is worth re-reading and reiterating year 
after year: 


“For considerably more than a quarter of a century, I 
have been intimately associated with retail merchants of 
this country. Through those long years I have developed a 
profound respect for their honesty. Since our company was 
organized, we have sold to retail merchants more than one 
billion, seven hundred and fifty million dollars’ worth of 
shoes—t shipments went to merchants whose capital 
ranged from $100.00 to several million dollars, and our 
losses for bad debts on the whole amount have been less 
than % of one per cent.” 


So here’s a mid-August flash that right will win out 
over the powers of darkness. Take some comfort from 
that, for the political, social and economic mess the 
world is in would make most anyone feel otherwise. 
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GOOD/YEAR 


WINGFOOT 





~. 


Fertoers ta Selling! 


their shoes with the Goodyear Cus- 
tom or Wingfoot Heel. They realize 
your customers prefer these two heels 
and regard the name Goodyear as a 
guarantee of longer service and bet- 
ter value. 


he a fact that most men specify 
rubber heels when it comes time 
to have their shoes repaired. And it’s 
also a fact that many men have rub- 
ber heels applied on their newshoes 
— long before the original heels are 
worn down. 


That's why you'll find so many alert 
manufacturers fitting their shoes 
with rubber heels — they want to 
give your customers what they want! 


And as you know, many manufac- 
turers go a step farther and equip 


In short, these manufacturers know 
their shoes will have a better selling 
edge with the help of the Custom 
or Wingfoot. And so they use them 
—because they want to help you sell 
more of their shoes! 


Wingfoot, Tawps —T. M.'s The Goodyear Tire & Rubber Company 


% Goodyear's big national magazine advertising 
campaign is adding more thousands to the mil- 
lions of friends already won by Goodyear Heels, 
TAWPS and other Goodyear shoe products. 


THE GREATEST NAME IN RUBBER 


MORE PEOPLE WALK ON GOODYEAR RUBBER HEELS THAN ON ANY OTHER KIND 












Casual 


Fashion, 
we Many 


Camp 
Summer oF le for 
Once its Now a Year Round Sty f 
~ Women of All Ages 


Sa EDGE 
os BLEANOR BE 






THE college girl started it, the vogue for Fall—and 
Winter—-play clothes. For some years, the very smart 
woman who takes Fall and Winter vacations has in- 
cluded both play and active sport clothes in her ward- 
robe. And now women everywhere have taken to this 
style. Country life does mgt end these days with the 
return of the family to town for the first day of school. 
Whether it’s for a long Friday to Monday week-end or 
just a Sunday picnic, the average American family 
manages to get out of town most week-ends in the Fall. 
Play shoes for these months can be a very important 
item in your business. The accompanying photographs 
suggest some of the types for this period. You will sell 
them in August to the college trade and in September 
to women who want even their most casual clothes to 
express the change in seasons. 
In “College Girls Know Their Shoe Styles” (July 8 
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issue of Boor AnD SHoe REcoRDER), we showed some 
of the more tailored types in suede, calf, alligator and 
grains, as well as a group of rubber-soled shoes. Pat- 
terns included classic types, such as the spectator pump, 
the “softie” and the saddle oxford. In addition, we 
showed many of the leading ideas of the current season, 
such as the mannish oxford with antique finish, the 
Dutch rocker bottom with front or side lace, the moc- 
casin toe, and various trimming treatments, especially 
unusual ways of combining suede with smooth calf or 
alligator grain. The popularity of the plug oxford was 
illustrated in an unusual treatment which carried the 
suede of the plug under the lacing and around the collar. 

The shoes on these pages dramatize several highlights 
in play and sports patterns—the walled last and the 
moccasin toe being two leading ideas of the season. 
Wedge heels continue important for college and casual 
wear, especially when hollowed out a little to make them 
less clithsy. The soft moccasin-toed ‘shoe, shown here, 
has this kind of heel. This same shoe also features 
another style dear to the college girl’s heart, the gay 
Scotch plaid which is used for the lining of this smart 
little shoe. Another popular fabric of the season is 


corduroy which has been used very effectively in the 


shoe at the left of the picture of three shoes. It is a 
happy inspiration for wear with the corduroy sports 


) costumes being shown for Fall. A pleated calfskin, also 


[TURN TO PAGE 56, PLEASE] 


Mannish oxford 5 Megh by A. Sandler 
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SMART RETAILE 


“We Ne 
Rubbe 
Numbe 


® Don't mistake this fact. The trade 
is alive to the trend toward rubber 
heels in high, medium and low- 
priced shoes. 

Three separate surveys, covering 
all types of shoe merchants, prove 
conclusively that retailers recognize 
that the story today is “Rubber Heels 
Preferred.” 

For instance, retailers say 71% of 
their customers prefer rubber heels 
over hard heels. 87.5% of reheeling 
requests are for rubber heels. 

Over 40% of these retailers report 
they actually lose sales because cus- 
tomers insist on shoes factory- 
equipped with rubber heels. This 
demand, the retailer is now unable 
to meet. Many add that their sales- 
men’s time-per-customer would be 


RUBBER MANUFACTURERS ASSOCIATION 


reduced if they had more rubber 
heel numbers in stock. 

This situation can, and should be, 
remedied immediately. With the 
growing preference for rubber heels 
by the customers of retail outlets— 
it is certainly good merchandising to 
provide more rubber heel numbers. 


NAY 


No manufacturer can afford to go 
against the evidence of these sur- 
veys—no manufacturer can afford to 
overlook it. Shoes equipped with 
rubber heels definitely decrease 
sales resistance. 

With retailers and their custom- 
ers the demand is 


Rubber Heels Preferred 


444 MADISON AVENUE 
NEW YORK, NEW YORK 
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One Price Merchandise 


The shoe industry might take a tip 
from the Goodall Company, makers 
of Palm Beach suits. Palm Beach 
suits are sold at one price year ‘round 
—no sales, no cuts, no reductions—the 
same price through each and every 
dealer. 

Then how do they fare in the 
month of August when the papers are 
filled with the sale prices of various 
other Summer suits? 

Here’s the answer in a Palm Beach 
by Weber & Heilbroner — showing 
that Summer is far from over on 
August Ist. 


4 





WEATHER FORECAST 


Fair and much wanmen during August 
and September. Charts for "38 show there 
were 43 days in which the temperature 
ranged between the 80 and 95 marks. Yes, 
sir! lt’s going to be bot im Old New York! 








* * 


Sending Handbills Out Starts 
Cash Rolling In 

McGraw’s Shoe Shop, Troy, Ala- 
bama, recently increased its business 
volume 20 per cent by a novel hand- 
bill advertising idea. 

Owner McGraw had the handbills 
made up and sent out at a total cost 
of $10.00. The printing bill was $6.00 
and colored boys distributed the bills 
throughout the city at a very nominal 
cost. These handbills announced that 
a bicycle would be given away FREE 
by McGraw’s Shoe Shop. All you had 
to do was to bring in all the old men’s 
shoes you could find to the store. Each 
pair would net the bearer 100 points. 
The shoes, whether worn out or still 
usable became the property of the 
store. Other points could be earned 
by having ladies’ and children’s shoes 
repaired at McGraw’s. Each pair re- 
* paired would count 50 points. All the 


_ 


® 





by JOHN F. W. ANDERSON 





boys and girls sixteen years of age 
and under were eligible to compete 
for the bicycle. The contest lasted 
three months. 

The contest was an immediate suc- 
cess. Boys and girls campaigned 
among parents, friends and neighbors 
for all possible old shoes and repair 
jobs. The bicycle standing in front of 
the store served as an additional in- 
centive and as a feature attraction 
among the younger generation of the 
town. 

Naturally, each repair job meant 
more money for McGraw’s, but this 
wasn’t the only way the contest added 
to their business. Each time a con- 
testant entered the store he couldn't 
but notice the shoes on display. Many 
were thus persuaded to try a pair of 
McGraw’s shoes as a change from 
where they regularly bought shoes. 
This went a long way toward increas- 
ing their business 20 per cent. 

Owner McGraw stated that this was 
the first contest of its type ever staged 
in Troy and was a sound promotion 
for present and future business. 

« . . 
Birthday Specials 

The Mincar Dry Goods store in 
Greensburg, Indiana, has increased its 
sales of children’s shoes by offering 
birthday specials with a 10 per cent 
discount. Penny postcards are used 
in this campaign for extra sales. 

One of the clerks was sent over to 
the county school superintendent to 
get the names and birthdays of all 
school children in the county up to 
12 years of age. Names and birth- 
dates were also secured from the 
courthouse records. Then all were 
cataloged and listed as to months. 

On the first of each month cards 
are sent to the mothers of the children 
having birthdays in that month, with 
the following invitation: 











“Dear Madam, 

In honor of your child’s birthday 
of (date) we are granting to you the 
privilege of buying a pair of shoes for 
(name) at a 10 per cent discount. 
The purchase must be made within 
the next 30 days. Please present this 
card when making purchase. 

Sincerely yours,” 

Sales manager Bonner reports that 
they sell approximately 60 per cent of 
the mothers who receive the cards and 
receive a lot of comments from the 
others which attracts the mothers to 
the store and to the shoe department. 

* + * 


Check Your Size 


As a convenience to your customers, 
why not inform them ahead of time 
as to the completeness of your stock 
on hand. 

In a recent newspaper ad of British 
Walkers, Lord & Taylor, New York 
department store, included the fol- 
lowing chart to show the sizes avail- 


able. 





* * 


How Many Days to Go! 

Sales days are here again and one 
of the best window ideas we have seen 
is at Macy’s, New York. 

Across the back of the window, in 
large type: 

SUPER-VALUE DAYS 
July 31—August 18 


Below, large square cards are hung 
on a huge tack. The cards are 
marked “14 days to go, 13 days to go, 
etc.” and one is torn off each day. 











BOOT ann SHOE RECORDER, August 12, 1939 


BEST IDEA OF THE WEEK 


Getting Customers For Two Cents Each 


(Cuarces SHor Store, Hosoxen, N. J.) 


O. P. Ideator-—“I'm making a little ‘Gallup’ study 
among the retailers to see what parts of the Boot aNnp 
Suoe Recorper readers find most useful.” 


Nathan Ste:nberg—“Personally, I read every issue 


from cover to cover.” 


O. P. Ideator—“Have you thought up any new and 
better ways to sell more shoes?” 


Mr. Sternberg—“Yes, I have recently been turning over 
in my mind the idea that those cartoons in the lower 
right hand corner of the third “Voice of the Trade” page 
might be put to advertising use by the progressive mer- 
chant.” 


O. P. Ideator—“What would you suggest?” 


Mr. Sternberg—‘“Well, in the first place, as you prob- 
ably realize, the penny postcard is one of the most effec- 


tive and economical promotional mediums for the average 
shoe store. 


“These cartoons coupled with some snappy copy coul- 
be made the basis for a double-postcard advertising 
campaign which would be a sales-maker as well as being 
low in cost when measured against returns.” 


O. P. Ideator—“I think you’ve got something there.” 


Mr. Sternberg—‘“For example, here are a couple of 
suggestions I worked out on the basis of two cartoons 
that appeared recently in the Recorper. You will notice 
that the word ‘confidentially’ appears in large type at 
the top of the card, and that the folder is sealed with 
a sticker—to give the impression of a personal message 
to the prospective customer. I would also suggest that the 
merchant send these out in series—one a week for five 
or six weeks—so that if the customer isn’t sold with the 
first one—repetition will wear him down.” 








— 


| ALERT SHOE Co | 














“Says he's allergic to leather.” 
(From doot and Shoe Recorder) 


3 nuuhd Ganse hele © tal Shue Gab Stet By 
Golly! That's the lest time I's gonna let qeclf 
wait on sel” (Froa Boot and Shoe Recorder ) 








CONFIDENTIALLY! 


The inside story is this— 

It's not the leather—dui the ill-fitting shoes he's been wear- 
ing. In spite of his @vicus wealth, be's been buying his shoes 
everywhere except in « shoe store. 

TRE RESULT—his feet ache. 


ee ee See Cane Sines & Be ought te 
heve shoes 


We suggest thet be come in and see us. As experienced shoe nen 
whose sole business is the correct fitting of confortable shoes, 
we can help his 
P. &.—Come in yourself for « pair when you need thea. 


ii. STORE NAME 











CONFIDENTIALLY! 


He's not one of our salesmen, of course, for we don't let aqyone 
mistreet his feet in our store. Every pair of shoes sold must 
fit, and fit right. 


Wearing shoes ourselves, we know how these puppies cen bark. Byes 
one little bunion is fer too aay. 


Se in fairness to you, we won't sell you « pair of shoes wmiless 
Se SN nS BP GD Se CED CP CUED Sip 
Good shoes—good fit—reasonadle prices. 

There, in a sutebell, is wly we're so popular around 


beven't as yet enjayed the comfort of our correctly fitted aboes, 
Grop in end see us when buying your next peir. 


STORE NAME 
Mle, “ 








The two foot high white letters on 
dark red cards are a jolting reminder 


duplicates and children who matched 
up the numbers were given free shoes. _girls. 


Cinderella Day for high school 
During which a free pair of 


to the passing shopper that bargain 
days are soon drawing to a close. 
* + . 
“Their quick simplicity and dash 
look just right for out-of-doors.” 
(Hanan, Chicago.) 
*- * . 
School Days Are Approaching 
Here are a number of ideas that 
have been tried by various shoe re- 
tailers in the past to pep up their 
Fall children’s shoe business. 
Giving numbered buttons to chil- 
_ dren who called in during an adver- 
_ tised week. Some numbers having 


A Booster Club for children who 
bring in or send in customers for 
shoes. Certain gifts being given for 
one customer, for two customers, and 
so on, the gifts being prominently 
displayed. 

“School children’s night” Staying 
open one night a week until October 
lst—exclusively for younger  cus- 
tomers. 

Window card: ““CHILDREN’S 
FEET MUST BE FITTED! No chil- 
dren’s shoes will be sold over the 
counter—growing feet need proper 
fitting!” 


shoes are given to every girl whose 
feet are the same size as the appro- 
priate pair displayed in the window. 

A 10 per cent discount on extra 
pairs of children’s shoes if bought 
before school opening day. Or a free 
pair of stockings. 

To introduce a new line of shoes 
give a free pair of stockings to every 
new customer. 

Ask every woman customer if she 
has any young children. If she has, 
advise her how they should be fitted to 
avoid future foot and ankle troubles. 
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ness following each mailing. 


TEXAS STORE HAS EXTRAORDINARY 
MAIL ORDER BUSINESS 


EF changing conditions cut your mail orders for shoes 
50 per cent or more, what would you do? Cut down 
on direct-by-mail advertising? Or, check closely to see 
if there were results that did not show at first glance? 

This was the situation faced by Guarantee Shoe Shop, 
San Antonio, Tex., several years ago. This retail store, 
known as “The Style Shop of the South,” was estab- 
lished by J. M. Watson in 1901, who is still its presi- 
dent. The Guarantee is the only old large retail shoe 
store in the state which today has as its head the man 
who founded the business. Other large, long established 
Texas shoe stores, such as Krupp and Tuffey of Houston, 
and Volk Brothers of Dallas are now in the second gen- 
eration. 

From the very beginning, The Guarantee followed a 
policy of a large stock which would “fit all feet.” Roads 
were bad, travel slow, and customers who lived any 
distance from San Antonio used mail orders to save 
time. 

In those days the customer’s card files at The Guar- 
antee were growing rapidly. These cards carry name, 
address and proper size. The mail order advertising 
was supplemented by a “Contact Man” who visited a 
number of towns within a 200 mile radius of San 


Coard Files in Office of Guarantee Shoe Shop, 


San Antonio, Carry Measurements of More 
Than 7500 Customers Within Radius of 50 to 
250 Miles. 


Antonio. This man displayed his samples at some local 
hotel. Invitations to customers and prospects had al- 
ready been mailed. The traveling representative took 
orders, measured feet, secured size data from those who 
would order later. 

Then came the days of paved highways, automobiles 
and rapid transportation. Each year the direct-by-mail 
orders showed a shrinkage. Should the advertising be 
reduced, or discontinued? Judging from the number 
of orders received each day, a reduction was certainly 
in order, but it is the policy of The Guarantee Manage- 
ment to get at the bottom of a problem. The surface is 
never regarded as conclusive. 

Direct-by-mail advertising was being mailed out twice 

[TURN TO PAGE 61, PLEASE | 
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Wr is so rare as... . identical twins? 


Yet in shoes every customer demands: matched pairs. 


Pair perfection begins at the TOE — where Celastic is 


the key to “matched” quality and appearance. 


TRUE TO THE LAST — Celastic reproduces the lines of each 


pair of lasts — accurately — smoothly. 


TRIM ON THE FOOT — Celastic brings style to the eye in 
the neat smartness it gives the toe. Celastic brings comfort 
to the foot by eliminating wrinkled linings. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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STRIKE While The IRON Is HOT! 












—SEPTEMBER 9th Issue of Boot and Shoe Recorder will 
mark the opening of a powerfully Active shoe selling 


season. 


—Buyers in Retail and Department Stores throughout the 
entire United States will look to this issue for Fall and 
Winter buying and promotion suggestions. 


—Advertising Forms Close September 4— 


WE INFLUENCE THE CONSUMER THROUGH POINT-OF-SALE 


BOOT and SHOE 
R E DP ep i D E | i A Chilten © Publication 


239 West 39th Street New Yerk City 











Se Ll 
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How do you handle the 
"DOUBTFUL 7 § i 


The ‘Doubtful 75" represent the number of customers, out of 
every 100 who enter your store, with some foot disorder . . 

customers whose loyalty will remain doubtful until you satisfy 
the foot disorder, as well as the desire for attractive, properly 


fitted shoes. 


Thousands of successful shoe men are letting Trimfoot Foot Relief 
help them convert the “Doubtful 75” into loyal repeat boosters 
by featuring the doubly profitable service that immediately 
adapts abnormal feet to normal shoes. 

it will pay you to learn about the Trimfoot Way to Greater 
Profits and more satisfied repeat customers. Write Today. 


TRIMFOOT CO. 4060 FOREST PARK BLVD. ST. LOUIS, MO. 


TRIMFOOT 


FOOT RELIEF 


WIZARD ARCH BUILDERS e © frimfook e WIZARD FOOT NECESSITIES 





Men’s Slippers Made for Men 


[CONTINUED FROM PAGE 14] 


bit of comfort footwear that should 
meet with ready acceptance from men 
customers. 

Of course, there is always the market 
for the comfort slippers such as 
the soft-sole operas, the lambskins and 
the scuffs. These styles are much in 
favors with women customers and find 
their market principally as gift items. 

Through the development of the Nor- 
wegian and slack patterns in slippers, 
calf has made a definite inroad in the 
slipper business. Natural calf with and 
without the antique finish is seen in 
several distinctly masculine patterns 
this season. This leather is also used 
in pleasing contrast with trimmings 
of alligator, ostrich, pig and kid. 

Kid is, however, the leading material 
in the slipper field through its natural 
comfort features. Used with itself in 
various color combinations and with 
other leathers, it is still the most popu- 
lar material in the comfort footwear 
field. Patent is also a popular material 
but more so in the extremely dressy 
styles. 

Brown and burgundy lead the color 
field but the use of natural calf, espe- 
tially with the antique finish will un- 
doubtedly prove very popular. 

In closing, the matter of adequate 





MERCHANDISE SOURCES 
Page 14— 

Lower left, clockwise: Woven bur- 
gundy kid trimmed with black patent, 
Owens Shoe Co.; ostrich opera with tan 
calf quarter, Swan Shoe Co.; antiqued 
calf opera woven forepart, L. B. 
Evans Son Co.; natural calf with moc- 
casin forepart, L. B. Evans Son Co.; 
black patent opera with red kid trim- 
ming, Mondl Mfg. Co., and burgundy 
y ‘otengamae with alligator trim, Daniel 

Treen. 


Page 15— 

Upper photo, left to right: Soft sole 
opera with suede forepart and smooth 
quarter, Swan Shoe Co.; back strap 
scuff of burgundy kid with black kid 
trim, Daniel Green; kid scuff with soft 
sole, California Casuals, Inc. 

Lower photo, left to right: Back strap 
scuff in natural calf, Fulton Leather 
Goods Co., Inc.; burgundy and tan 
electrified shearling with leather sole, 
Mond! Mfg. Co., and soft sole sandal 
lined with felt, Daniel Green. 





promotion and display of slippers can- 
not be too strongly stressed. Slippers 
have become a definite year-’round item 
and with proper promotion can be made 
to yield a nice yearly profit for the re- 


tailer in extra sales Summer and 


Winter. 


Price-Plus-Quality 
Features Appeal 


INDIANAPOLIS, IND.— To help sales- 
girls, waitresses, beauticians, house- 
wives and maids, as well as nurses, ap- 
preciate the quality value of their own 
brand of nurses’ shoes at the low price 
of $1.99, Wm. H. Block Company illus- 
trated by name and location in their 
newspaper advertising copy, their de- 
partment display and their window dis- 
play the nine quality-feature points 
found in the shoes—“Combination Last, 
Snug Ankle, Shock Absorbing Live 
Rubber Heel, Built-Up Arch for Maxi- 
mum Support, Soft Pliable Kid Upper, 
Glove-Like Fitting Instep, Special 
Metatarsal Features, Self-Conforming 
insole For Comfort, Designed For Am- 
ple Toe Room, and Flexible Good Qual- 
ity Sole.” The promotion helped to 
gain confidence in as well as sales for 
the low-priced nurses’ shoes. 


Hack Heads Chiropody 
Society 

DeTRoIT, MicH.— Morton Hack, of 
Hack Shoe Company, has been ap- 
pointed by Earl McGuire, president of 
the Wayne County Chiropody Society, 
to serve as chairman on the Scientific 
Committee for the year. 
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What Will They “Go With”? 


[CONTINUED FROM PAGE 21] 


which she is making a shoe selection. 
An observant shoe salesman can quick- 
ly place his finger on the one or two 
uncertainties which are holding back 
his customer. It is not necessary that 
he be a fashion expert. All that he 
needs is— 

1. An elementary awareness that 
shoes are not unrelated to all other 
articles of apparel. 

2. An inclination to observe, to keep 
his eyes open, to study effects, to ask 
questions, 

For example, the case of a woman 
wearing a new hat can be taken. She 
enters the store and sits down. The 
salesman approaches and asks if he 
may serve her. She says that she wishes 
a pair of shoes for street wear. She is 
sure of neither the style nor the color 
she wants. Having taken the time to 
glance in the millinery windows on his 
way to work that day, the salesman 
recognizes that the hat is a new one. 
He observes that the hat worn by the 
woman is highly styled and trimmed. 
He questions the woman as to whether 
she wants shoes to go with the hat. 

“Oh, yes,” the woman answers. “I 
found the hat so irresistible I had to 
buy it. It’s the only one Ill be able to 
get this season, so now I guess I'll have 
to get things that will go with it.” 

The salesman’s reference to the cus- 
tomer’s new hat has complimented her. 
She has “opened up” to him. The sales- 
man takes a moment to talk over colors. 
The hat is in a rust shade. Brown 
would be a good color for the shoes. 
They would blend. “Oh, yes, and my 
Fall coat is brown, too.” And either 
the rust or brown could be carried out 
in the handbag. The woman agrees. 
The salesman leaves her. He returns 
with shoes which conform to the gen- 
eral high styling and trim of her hat. 
He stresses the fashionableness of one 
style over another. He hits home. A 
sale is made. A customer is pleased. 

Often an observance of the finer de- 
tails of a customer’s hat or accessories 
will disclose points favoring the selec- 
tion of one shoe style over another 
closely related style. One woman was 
deliberating between two shoe styles. 
The first of these was of a neat stream- 
lined effect. The second was distin- 
guished by a subdued fan-shaped pat- 
tern. The woman was undecided, and 
the salesman had exhausted his argu- 
ments. The writer observed that there 
was a fan-shaped drape effect in the 
woman’s handbag. The thought of con- 
tinuing this effect in her shoes pleased 
her. The sale was thereby hastened. 

What is of prime importance is that 
a salesman first become aware of the 
maxim that women never think in terms 
of single items of apparel, except as 
they are related to what they are going 
to wear with them. Let him next apply 
this to shoes. Let him understand that 
“shoes alone do not a woman’s dress 


make.” Once the shoe salesman is past 
this hurdle, he will be on a non-detour 
road to more sales, to more quick sales, 
and to more customer-satisfying sales. 


Shoe Production Continues 


Up for Year 


WasHineton, D. C.—Production of 
boots, shoes and slippers, other than 
rubber, for June, according to figures 
released by the Department of Com- 
merce, Bureau of the Census, was 
31,639,808 pairs, or a decrease of 1.8 
per cent from production in May of 
this year. This figure, however, rep- 
resented an increase of 17.6 per cent 
over production in June, 1938. Total 
production for the period January 
through June, 1939, was 207,833,533 
pairs, an increase of 12.7 per cent over 
the 184,417,780 pairs produced from 
January to June, 1938. 





PRODUCTION OF BOOTS, SHOES, AND | 
SUPPERS, OTHER THAN RUBBER 














Production of men’s shoes increased 
from 7,739,386 pairs in May, 1939, to 
7,881,995 pairs in June. This was also 
an increase over the 7,313,717 pairs 
produced in June, 1938. Production of 
this classification for the period Janu- 
ary to June, 1939, was up 16.3 per cent 
over production for the same period a 
year ago. 

Production of youths’ and boys’ shoes 
was 1,389,511 pairs in June, 1939, an 
increase from the 1,361,442 pairs pro- 
duced in June, 1938, but a decrease 
from 1,403,753 pairs produced in May 
of this year. Production for the six 
months’ period, however, was 15.4 per 
cent over production for the same 
period last year. 

Women’s shoes showed an increase 
from production a year ago, in that 
11,377,212 pairs were produced in June, 
1939, while 9,127,845 pairs was the 
figure for June, 1938. Production de- 


creased from the 12,757,023 pairs pro- 
duced this May, but again the six 
months’ production was 18.3 per cent 
more. 

The 3,595,348 pairs of misses’ and 
children’s shoes produced in June, 1939, 
was an increase over the 3,007,887 
pairs produced in June, 1938, and the 
3,435,485 pairs which was the figure 
for May. Again, January to June pro- 
duction showed an increase, this time 
of 17.5 per cent. 

Infants’ shoe production was up to 
1,971,272 pairs for June, 1939, from 
1,825,187 pairs for May and 1,680,547 
for June, 1938. Production for the six 
months’ period showed an increase of 
13.2 per cent. 


New Trends in 
Store Interiors 
[CONTINUED FROM PAGE 18] 


market provides units and installations 
to suit the requirements of every type 
of store. 

Shoe merchants, who are considering 
the question of store modernization and 
who are planning to visit either of the 
fairs within the next three months, 
should keep this thought in mind in 
planning their visits and make it a 
point, not only to see all of the exhibits 
which are related to the subject, but to 
observe the architectural treatment, 
color schemes and lighting effects from 
the standpoint of what ideas they may 
suggest for practical use or adaptation. 
They will find both inspiration and use- 
ful and valuable suggestions that can 
be incorporated in their plans. 


Boots for Chorus Girls 


Fort Worth, Tex.—H. J. Justin & 
Sons, boot and shoe manufacturers of 
Fort Worth, Texas, furnished 70 pairs 
of their special white cowboy boots fo: 
the 50 chorus girls and 20 show giris 
in the Casa Manana Revue, which is 
being presented in the open-air cafe- 
theater of that name in Forth Worth. 
Texas, through Labor Day. The boots 
are used in the Western episode of the 
Revue, in which the girls portray cow- 
girls just off the ranges, and they are 
dressed in the boots, big Western hats. 
and chorus girl costumes. This is on 
of the largest orders for white boots 
ever handied here, and the mass displa) 
of white boots makes @ very attractiv: 
picture. 


Shepherd Store Remodeling 


LANSING, Micu.—The shoe store 0! 
Homer D. Shepherd, who has been i: 
the shoe business here for many year:. 


is undergoing modernization. It is | 
eated at 328 S. Washington Ave. 

The interior will be of modern desig:'. 
featuring concealed shelving providing 
a new type of fitting room with no 
boxes or shelving in view. Remodeling 
will be finished this month. 
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a ior we give to every detail of 
ur regular line, and to demonstrate the dis- 
arged, easily comprehended fashion. 
iter nufacturing story behind 
1 about regular Tangos. . 
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Feet of Lumber Were Required to 


Lasts by Morton Last Co., Cincinnati, Ohio 
The Tango Titan last measures 3 feet, 7 inches over all, and weighs 65 pounds. Here are the lasts, 
made by the Morton Last Company. Three weeks of work, and 500 feet of lumber, were consumed 
in making these lasts, which are graded perfectly from a 4B Tango Pump. The size of the Tango 
Titan is 108 ZZZ, large enough to be worn by a woman 24 feet, 8 inches tall, weighing 13,750 pounds. 
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omen Recognize the Superior 
Fit of TANGOS 3 


of a shoe is determined in a large way by the last on 
ee ee ees See Seay bee 
‘ worked with us since the conception 
of the Tango feature to create lasts 
that assure women superlative com- 
fort while wearing Tango 
Pumps. Greater comfort 
means more customer satis- 
faction— more volume and 

profit for you. 
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_ Huge Patterns Scaled with Scientific Accuracy 


+ 





Patterns by Dunbar Pattern Co., Brockton, Mass. 
These huge patterns, made under the supervision of the Dunbar Pattern Company, are scaled with 
such precise accuracy that their relative proportions do not vary more than a fraction from the 


patterns used in cutting regular Tangos. The Dunbar Pattern Company has co-operated with us for 
more than 20 years—not only in producing fine patterns, but in developing new Tango Pump fashions 


TANGOS Are Trim, Neat, 
Flattering to the Foot 
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- 22-Foot Skin 
_ Barely Large 
| Enough for 

TANGO 
Titan 


_ The Colonial Tanning Com- 
_ pany has regularly supplied 
é much of the patent leather 
_ used in Tango Pumps. In de- 
¢ veloping the Tango Titan, we 
_ secured a 22-foot skin from 
_ Colonial, and even with this 
tremendous piece of fine 
patent leather, the pattern 
overlapped a bit at the edges. 
_No cost or effort was spared 
in making the Tango Titan 
a realistic reproduction of a 
regular Tango Pump. The 
quality of the leather used 
is a typical illustration. 


_ Quality Materials Lised Exclusively 
in These Quality Shoes 


part of a Tango Pump is made 
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2 Kid Skins Used for Lining Each TANGO Titan 


Linings by John R. Evans Co., Camden, N. J. 


Regular Tango Pumps are lined with John R. Evans Company’s choicest select kid. For the Tango 
Titan, the Evans Company supplied 8-foot Amritsar kid skins, two of which were required for 
each Tango Titan. In the illustration, note the Titan pattern in comparison with that of an ordinary 
4B Tango. Yet notice, at the same time, how every detail and curvature has been followed in the big 


pattern. 


Superior Workmanship Inside and Out 
Makes TANGO Pumps Sell Better 


The linings in Tango Pumps are as 
carefully cut—and as painstakingly 
processed—as any part of the shoe 
subject to constant inspection. In 
making Tangos, no effort is too great 
if it will help assure you of a salable, 
profitable line of shoes. 
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Sufficient 

Lining Cloth 

to Make 
a Shirt 


Doublers and toe linings in 
the Tango Titan, just as in 
all regular Tangos, are made 
from materials supplied by 
the Western Textile Com- 
pany. A specially prepared 
material, soft yet amazingly 
_ resilient, is used for the 
doubler to give Tangos 
-plumpness nd stability. 
Western Textile’s drill toe 
lining has been selected for 
use in Tangos because of its 
wearing quality and ability 
to properly support the 
beautiful Tango vamp. 
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Lining Cloth by 
Western Textile Co., St. Louis, Meo 


TANGOS Feel Good in the Hand— 
| and on the Foot 


:? > soft, comfortable feel of 
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Largest 
Available 

Skin of 
Uniform 
Thickness 

Used for 
Soles 

























The sole leather, supplied 
by. Howes Brothers Co., was 
chosen from the thickest ob- 
tainable skin with uniformity 
of weight. The gigantic soles 
were cut under the super- 
vision of Tanners Cut Sole 
Company. After the cutting 
of the soles; counters, 
shanks, and top lifts were 
taken from the sides of the 
skin. The care in selecting 
and cutting this special sole 
for the Tango Titan is only 
typical of the care and atten- 
tion that goes into choosing 
leathers for our regular 
Tangos. 








Soe Leather by Howes Bros. Co., Boston, Mass. 
Soles Cut by Tanners Cut Sole Co., Boston, Mass. 


Amazing Wearing Qualities in 
This Moderate Priced Shoe 


Never once, to the best of our recol- 
lection, has a Tango Pump been re- 
turned to us because of any com- 
plaint about the wearing qualities of 
the sole. Tanners Cut Sole Co. has 
supplied us with choice sole leathers 
exclusively for more than 10 years. 
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Extra Heavy Elastic Used for Goring in Giant Pump 


Goring by Thomas Taylor & Sons, Inc., Hudson, Mass. 
In goring the Tango Titan, we selected an extra large, extra heavy piece of elastic supplied by 
Thomas Taylor & Sons, Inc., who also supply the elastic used in regular Tangos. While this large 
piece of elastic was used in the Titan so that every feature might be proportionate to the shoe’s huge 
size, the Pluralastic Shugor used in regular Tangos is daintily small. Yet it is amazingly strong, with 
exactly the right amount of stretch. We have found Thomas Taylor’s Pluralastic Shugor to be ex- 
ceptionally long wearing, with no deteriration in the rubber. 


Patented TANGO Feature hj 
Eliminates Instep-Pinch 
The patented gored instep gives 
Tangos a distinctively unique talking 
point that attracts customers. Women 
who cannot wear any other pump 


find Tangos comfortable — with no 
pinch and no gaping. 
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In lasting the Tango Titan, 10-Penny nails were used instead of tacks, since tacks would not begin 
to hold the immense expanse of leather used. Two people were required to pull the leather into posi- 
tion while a third person nailed. Later, the nails were removed and cement inserted between the 
upper and lower soles. Notice the special truck that had to be built to handle the Tango Titan. No 


regular shoe rack could possibly serve the purpose. 


Every TANGO Is Pulled to the 
Correct Pump Opening 


successful 
— and of satisfac- 
pump wear—is determined to 
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"Shank for TANGO Titan Is Built Like A Girder 
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The giant shank used in the Tango Titan, as well as all shanks used in regular Tangos, are made for 
us by Campello Shank Co. The steel used in the Tango shanks is perfectly compounded and tem- 
pered to eliminate bending or brittleness, and then shaped by the Campello Company to exactly the 
proper contour to support the foot in the shoe. Tango shanks are tested to support a weight far in 
excess of any that would be put on the shank in normal use. 


Shanks by Campello Shank Co., Campello, Mass. 


TANGOS Support the Foot 
of the Wearer 


A shoe must be comfortable on the 
foot to be beautiful to the wearer. 
Tango Pumps support the foot, give 
the walking ease that modern women 
demand, yet at the same time are 
amazingly light and dainty. 


a 
fo oe 


ste June e 
il a Seis et 


BRAUER BROS SHOE a ee 2 ee eae 06hlUl 





Yi seokil 





Problem of Laying Sole Complicated Operation 
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The Tango Titan Is A Compo Shoe—Compo Shoe Mach. Corp., Boston, Mass. 


Compo Adhesive was used in laying the sole of the Tango Titan, just as it is used in producing 
many of our regular Tangos. With the help of Compo men, the sole of the Titan was cemented. 
Then, in order to apply the necessary pressure, and since no Compo Conveyor would carry the 

Titan, we experimented by weighting the sole with sand bags. When this failed, we finally bound the 
sole to the upper with 2-inch herringbone tape until the cement set. 


Modern Methods Used Throughout 
Manufacture of TANGO Pumps 





Each Heel 








Heels by Fred W. Mears Co., Boston, Mass. 


The heels, made by Fred W. Mears Company, were built of 15 plies of wood. Each heel required a 
full week’s work to complete. Notice in the illustration how smoothly and accurately the layers of 
wood are jointed together. In spite of its huge size, the heel on the Titan is carefully scaled to 


the actual size and shape of the beautiful heels the Mears Company makes for our regular Tango 
Pumps. 


The “Pointex” Feature Makes 
TANGOS Distinctive 


All Tango Pumps with covered heels 
are identified with the interesting 
Pointex on the inside of the heel. 
This Pointex actually appears to 
slenderize the ankle—a feature that 
most women find very desirable. 


Phe Afi 
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Heel Covering Was Stretched to Fit Giant Heel 


Heels Covered by Convy Heel Covering Co., St. Lou's 


The Convy Heel Covering Company soaked a double thick sheet of Pyralin for more than five hours 
before it was soft enough to stretch over the heel, where it was cemented and trimmed. The Convy 


Compahy, in making Tango Pumps, not only covers the heels, but tints them as well. This tinting 
operation is a very intricate and difficult job, since the colors of the heels must be made to exactly 


match the colors of the leathers. 


Heels Match Uppers with 


Amazing Accuracy 
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The Completed TANGO Titan—and Its Creator 


Mr. Fred Wagner, in charge of operations in the manufacture of the Tango Titan, is the originator 
and inventor of the Wagner Process—the patented flexible throat which makes Tango Pumps com- 
fortable at the point where most pumps hurt. Mr. Wagner is shown here demonstrating the instep 
feature which makes it possible for al] women to wear Tango Pumps in perfect comfort. 


The Tango Titan is supported by a specially-built Fairy Form—designed for the Titan by Shoe Form 
Co. of Auburn, N. Y. 


Careful Operations Characterize 
Making of TANGO Pumps 


Under the direction of Mr. Wagner, 
our factory is set up to produce 
quality shoes — smartly fashioned, 
long wearing, yet moderately priced. 
With all of their superior features, 
Tango Pumps offer you the most val- 
uable franchise in the shoe business. 


TANGOS -- IN STOCK 
All Materials, Widths, and Sizes 
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here are a few of our outstanding 
shoes for the Fall season B. 











The Tango 


The comfort features 
Pump 
by the 





sets off the j bow 
this smart come of 
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The Gladys 


The side and toe are 
cut away — beautiful 
cut-outs and an attrac- 
tive bow are 

to Fics you a volume- 
building, profitable 
shoe. 
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sturdy calf gets delicate fashion 
treatment in these pumps 


Lovely Appearance—Superior 
Wearing Qualities—in Shoes Made of 


9 I RE TR eS RE PS 





The Viva 


Calf at the heel and 

counter gives a glow- 

ing snap to this out- 

standingly fashioned, Cugh j 
moderately heeled Suitable ¢,, ‘*, dually 
pump. Wear. . afternoon 


The Deb 


The decorative treat- 
ment at the toe, in- 
step, and heel will 
make this shoe ap- 
pealing to many of 
your best customers. 
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the comfort of kid is added 
to the comfort of TANGO designing | 
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- ‘These Pumps Made of Kid 
New Castle Division, Allied Kid Co. 


The Circe The Jus 


Row after row of tiny : Bands of kid i 

stitches swing grace- tricately worked around 

fully back to accent the open toe of this 

the open shank of J ea Pump to give it 
a 


this beautiful pump. e coling - qutts Seat 


The Tango 


This soft, smooth, 
clinging pump has all 
the style that any 
woman could possibly 
want — plus unbeliev- 
able comfort. 
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Alligator calf promises to be 
very popular this Autumn 


These Models Designed in DP 
Ohio Leather Company's 
Bayou Alligator Calf 


The Fifi The a 


A touch of alligator 
calf at the toe and 
counter makes this 
pump look as breezy 
and carefree as an 
Autumn afternoon. 





The Rosa 


Alligator calf is shot 
full of tiny perforations 
and opened at the toe. 
It promises to be a 
leader this Fall 
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TANGOS Reach You Attractively, Substantially Packaged 










Rigid, well-made, sub- 
stantial boxes, capable 
of protecting Tango 
Pumps in transit and 
in your store, are 
made for us by the 
Moser Box Company 
of St. Louis. The Say- 
ers Printing Company 
produces beautifully 
attractive wraps which 
create extra attention 
value on the shelves of 
your Tango Pump De- 
partment. The sturdi- 
ness and attractiveness 
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The illustration above shows one of the 
eight sections of our stock department in 
which a complete size run of the many 
styles of pumps with the Tango feature 
are carried “in stock” for immediate 
delivery. 


TANGOS -- IN STOCK 
All Materials, Widths, and Sizes 
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Committee Recommends 35 Cent Minimum Thorson Succeeds to 





Further Recommends Higher Rate Not to Become Effective 
Before May, 1940—Noland Resigns Post in Rate Protest 


WasHINGTON, D. C.—The shoe in- 
dustry committee functioning under the 
Fair Labor Standards Act last week 
recommended that Administrator An- 
drews fix a minimum wage of 35 cents 
an hour for approximately 60,000 of 
the industry’s 234,000 employees. 

The vote on the recommendation 
(which came after one of the employer- 
members from the South resigned in 
protest against the action) was then 
unanimous. Motions sponsored by labor 
representatives, who sought a 37% or 
40 cents an hour minimum, were un- 
successful since they lacked one vote 
of a necessary 14 for a majority. 

The committee recommended, how- 
ever, that if its proposal is adopted the 
higher minimum would not become effec- 
tive until May, 1940, the beginning of the 
1940 shoe season. The present national 
minimum rate in the industry is 25 
cents an hour, as is the case of all 
industries coming under the law until 
higher minima are approved, but the 
25 cent rate automatically increases to 
30 cents an hour next October 24, the 
first anniversary of the effective date 
of the law. The act aims to make a 
minimum rate of 40 cents an hour 
@ffective in all interstate industries by 
October 24, 1945. 

Administrator Andrews can either 
Secept or reject the committee’s recom- 
Mendation after a public hearing but 
he does not have the power to modify 
its proposal. Mgr. Francis J. Haas, 
fommittee chairman, said, “The com- 
Mittee’s action will mean no national 
Ret curtailment of employment and will 
Rot cause sericus dislocations in the 
industry as it is now carried on.” 

One member of the committee, how- 
@ver, differed with this viewpoint. He 





Dates to Remember 


Annual Outing Buffalo Shee Retailers 
Association, Walker's Grove, Wil- 
liamsville, N. Y. ...... August 16, 1939 


Monthly Shoe Buyers’ Day, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill. 

August 28, 29, 1939 


Annual Convention, New York State 
Shoe Retailers “+ Hotel 
Seneca, Rochester, ie 

Sr. 10, 11, 12, 1939 


Official Opening of American Leathers 
and Style Conference for Spring, 
1940. Waldorf-Astoria Hotel, New 

September 18, 19, 1939 


National Industrial Stores Associa- 
tion Convention, Lord Baltimore 
Hotel, Baltimore, Md. 

September 25, 26, 27, 1939 


Shoe Manufacturers Spring Opening, 
E. A. Richardson, Manager, Hotels 
New Yorker and Pennsylvania, New 
York City ...December 3, 4, 5, 6, 1939 


National Shoe Fair, Hotel Stevens, 
Jan. 2 to 5, 1940 





was George Noland, vice-president of 
the General Shoe Corp., Nashville, 
Tenn., who resigned, charging that the 
Administrator and members of the 
committee were too hasty in their 
actions and that statistical data used 
as a basis for the wage recommendation 
was “misleading.” 

Mr. Noland, who said his resignation 
was a protest in the interest of the 

[TURN TO PAGE 54, PLEASE] 


N.S.T.A. Presidency 


Boston, Mass.—Under the by-laws 
of the National Shoe Travelers’ Asso- 
ciation, Henry O. Thorson, vice-presi- 
dent of that association, now succeeds 
to the presidency, following the recent 
death of John M. Hartman. 


HENRY O. THORSON 


Mr. Thorson, who covers the North- 
west territory for the Craddock-Terry 
Shoe Corp., Lynchburg, Va., is not only 
a capable executive but a man who has 
had long years of experience in asso- 
ciation work. He is at present secre- 
tary-treasurer of the Northwest Shoe 
Travelers’ Association and was, at one 
time, its president. He has held other 
offices, furthermore, in business and 
fraternal organizations and is well 
qualified to fill the duties of his new 
position. 














Factory of the recently organized Air-Kushin Shoes, Inc., at Madison, Wis. This 
new company succeeds the former Longini Shoe Mfg. Co. 


CINCINNATI, OH!I0—Charles and Ira 
Longini and A. J. Sachs have formed a 
hew company to be known as Air- 
Kushin Shoes, Inc., to succeed the 
Longini Shoe Manufacturing Co. The 
new corporation has acquired a factory 
at Madison, Ind., which is in the Cin- 
cinnati district. Sample rooms and 
general offices will remain in Cincin- 
nati. 

The new factory is laid out for 2400 
pairs per day at the start although 
plans call for 4800 pairs per day with- 
in one year. New equipment has been 
added throughout so that the plant is 
one of the industry's most modern and 


up-to-date producing units. The build- 
ing consists of four floors, each with 
20,000 square feet of floor space. Pro- 
duction will get under way Aug. 15. 

H. J. Bersch has been appointed 
superintendent. Mr. Bersch was for- 
merly assistant general superintendent 
of all the Godman factories. Prior to 
his Godman connection he was with 
the Buffalo plant of the United States 
Shoe Corp. 

Charles Longini states that the new 
company’s line will consist of the same 
arch type shoes, in the popular price 
field, for which the name Longini has 
been famous for years. 





Committee Recommends 35 Cent Minimum 


[CONTINUED FROM PAGE 53] 


small manufacturer, indicated his in- 
tention to quit after a motion spon- 
sored by him was rejected by a vote 
of 16 to 10. In explanation Mr. Noland 
said: “I proposed a 40c. wage—the full 
limit the law allows—but suggested 
that it be attained with a series of 
gradual step-ups. That the first step 
be taken at 32%c. with recommendation 
to increase every six months or year 
until the full 40c. is reached.” He 
forecast that too hasty action would 
eventually result in Congressional 
changes in the law and criticized the 
work of Mr. Andrews as a contributing 
factor to what he charged was a ten- 
dency to favor large manufacturers 
over small competitors. 

The Committee, after Mr. Noland’s 
letter of resignation was read, unani- 
mously passed a resolution thanking 
the Wage and Hour Division for the 
“highly satisfactory” manner in which 
it had given the Committee information 
on the economic and competitive con- 
ditions in the industry and stating that 
the economic data supplied was “all 
that would be reasonably expected.” 

In addition to the Chairman, Mgr. 
. Francis J. Haas, the committee mem- 


bers present at the final meeting in- 
cluded the following: 

For the Public: R. W. Brown, Presi- 
dent, Missouri Farm Bureau, Farm 
Bureau Federation, Jefferson City, Mis- 
souri; Edgar M. Hoover, Jr., Assistant 
Professor of Economics, University of 
Michigan, Ann Arbor, Michigan; Miss 
Elizabeth S. Magee, Executive Secre- 
tary, Consumers League of Ohio, 
Cleveland, Ohio; Miss Elizabeth Mor- 
rissy, Professor of Economics, Notre 
Dame College, Baltimore, Maryland; 
John J. Murray, Lawyer and Ex-Chair- 
man, Massachusetts State Board of 
Arbitration, Boston, Mass.; Thomas L. 
Norton, Professor of Economics, Uni- 
versity of Buffalo, Buffalo, New York, 
and Tipton R. Snavely, Department of 
Economies, University of Virginia, 
Charlottesville, Virginia. 

For the Employees: Frank W. 
Anderson, Organizer, Boot and Shoe 
Workers Union (A. F. of L.), Chicago, 
Illinois; Daniel K. Collins, Secretary 
and Treasurer, Brotherhood of Shoe 
and Allied Craftsmen (Independent), 
Brockton, Mass.; C. Frank Farrell, 
Member of General Executive Board, 
United Shoe Workers of America (C. 
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I. O.), New York, N. Y.; Powers Hap- 
good, Director, United Shoe Workers 
of America (C. I. O.), Indianapolis, 
Indiana; Michael F. Lynch, Supervisor, 
Boot and Shoe Workers Union, Local 
703 (C. I. O.), Haverhill, Mass.; John 
J. Mara, President, Boot and Shoe 
Workers Union (C. I. 0O.), Boston, 
Mass.; J. W. McGonigal, Organizer, 
Boot and Shoe Workers Union (C. IL. 
0.), Local 521, Moberly, Missouri; 
Henry A. Schwarzott, Member, Gen- 
eral Executive Board, United Shoe 
Workers of America (C. I. O.), St 
Louis, Missouri, and Mrs. Mae Young, 
Member, General Executive Board, 
United Shoe Workers of America 
(C. I. O.), Lynn, Mass. 

For the Employers: H. E. Jenkins, 
Vice - President, International Shoe 
Company, St. Louis, Missouri; Irving 
S. Florsheim, President, Florsheim 
Shoe Company, Chicago, Illinois; Na- 
than Fein, Treasurer, Fein & Glass, 
Inc., Reading, Pa.; Charles F. John- 
son, Vice-President, Endicott-Johnson 
Company, Endicott, New York; Morgan 
Grossman, President, Unity-Grossman, 
Inc., New York, N. Y.; Stuart H. Arm- 
strong, Secretary- Treasurer, Wiley - 
Bickford-Sweet Corporation, Worcester, 
Mass.; James F. Malley, President, 
Farmington Shoe Company, Dover, 
New Hampshire, and Homer O. Ron- 
deau, Treasurer, H. O. Rondeau Shoe 
ome Farmington, New Hamp- 
shire. 


New Address and New Stylist 


New YorK—Schwartz and Benjamin 
are now installed in their new quarters 
at 842 Broadway, which they opened 
with a large and successful cocktail 
party on the first day of August. A 
series of spacious, cool offices and 
charmingly decorated show rooms, ad- 
join the new factory, the entire new 
plant occupying 23,500 square feet of 
space. 

The advantage of having offices, show 
rooms and factory all under one roof, 
instead of being divided between Brook- 
lyn and Manhattan, was stressed by 
Miss Lee Hess, who, as successor to 
Miss Grace Bizet as style adviser, is 
obliged to be in constant touch with all 
phases of the business. 


Predict Importance of Dark 


Brown in Fall Picture 


CnIcaco, ILL.—The demand for dark, 
rich-brown shoes, which was felt late 
last Spring, will recur even stronger 
late this Summer and continue through 
the late Fall, a number of Chicago 
retailers predict. Most of them have 
already had a number of calls for 
dark browns and expect the demand 
to continue with russets, burgundies 
and greens in the Fall fashion picture. 

Several retailers predict that there 
will be less demand for high color in 
shoes this Fall and a gradual return to 
dependence on the basic shades “or 
wear either as contrast or to harmonize 
with new suits and ensembles. 
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Makes World’s 


Largest Pump 





Brauer Bros. Build Tango Titan, Size 108 ZZZ, to Illustrate 
Manufacturing Steps in Regular Line for Kangect 
Promotion on Single Shoe 


St. Louis, Mo.—The Brauer Bros. 
Shoe Co. has made “the largest pump 
in the world,” the Tango Titan, for a 
promotion whose purpose is to give 
graphic, dramatic presentation of the 
care and attention given to every detail 
in the manufacture of their regular 
Tango line. The size of the Tango 
Titan is 108 ZZZ, large enough to be 
worn by a woman 24 feet, 8 inches tall, 
weighing “13,750 pounds. The last used 
to make this shoe measures 3 feet, 7 
inches and weighs 65 pounds. A skin 
of leather measuring 22 feet was neces- 
sary to make this shoe, and even with 
a skin as large as this, some overlap- 
ping at the edges occurred. Nothing was 
omitted to make the Tango Titan a 
realistic reproduction of the regular 
Tango pump. 

Brauer Bros. tells the story of this 
shoe in a 20-page section in this issue 
of Boor AND SHOE RECORDER; a dra- 
matic presentation that is, to the best 
of our knowledge, the largest single 
promotion ever devoted to a single shoe. 

Each single step in the manufacture 
of Tango pumps is given a page in this 
section where it is clearly illustrated 
and described. 

The promotional material included 
also several photographs of actual 
Tango pumps, showing the variety of 
styles and leathers obtainable in this 


particular pump. One of the interest- 
ing facts mentioned was that tacks, 
generally used in lasting Tangos, were 
found to be too small to hold the im- 
mense expanse of leather used in this 
feature pump. Ten-penny nails were 
used instead of tacks, and two people 
were needed to pull the leather into 
position while a third did the nailing. 
A special truck had to be built to carry 
the Titan while it was being lasted, 
since no regular shoe rack was large 
enough to serve the purpose. Each 
heel required a full week’s work for its 
completion, and pyralin used for the 
heel covering had to be of double thick- 
ness and had to be soaked for five hours 
before it was soft enough to stretch 
over the heel. A _ specially-built shoe 
form was used to support the shoe. 

Among the companies supplying ma- 
terials for this purpose were: Morton 
Last Co., Colonial Tanning Co., West- 
ern Textile Co., Thomas Taylor & Sons, 
Inc., Fred W. Mears Co., Dunbar Pat- 
tern Co., John R. Evans Co., Tanners 
Cut Sole Co., Howes Bros., Compo Shoe 
Machinery Corp., Ohio Leather Co., 
Amalgamated Leather Co., E. Hubsch- 
man & Sons, Campello Shank Co., New- 
castle Division, Allied Kid Co., Convy 
Heel Covering Co., Sayers Printing Co. 
and Moser Box Co. 





Personnel Changes at 
Roth Shoe Mfg. Co. 


CINCINNATI, OHIO0—Charles E. 
Heckel has joined Roth Shoe Mfg. Co., 
here, as vice-president and sales man- 
ager. Mr. Heckel will have charge of 
all salesmen, the styling of the line and 
will call on certain accounts. He was 
formerly secretary and director of 
Dunn and McCarthy, Inc., Auburn, 
New York. 

Richard F. Rauh, formerly vice-presi- 
dent of the company, is now treasurer. 


Brown Moves Coast 
Showrooms 


Los ANGELES, CALIF.—The Brown 
Shoe Co. have moved their Los Angeles 
Offices from the Forrester Building to 
Tooms 216-224 in the Lankershim Hotel, 
Seventh and Broadway. The following 
lines will be on display at all times: 
‘Brown Shoe Company, Women’s and 
eget s division; Brown Shoe Com- 

United Men’s Division; Blue 
Shoemakers, Naturalizers, For- 
@st Park Shoe Company, and Mound 
City Shoe Company. Nat Berkowitz is 

Blue Ribbon representative, while 
Berkowitz will look after the in- 
of the Forest Park Company. 


% 


The Brown Shoe Company’s California 
representatives are: northern part of 
the state, Walter E. Blatt; E. R. Smith 
and D. C. Smith. For the southern 
part of the state, H. E. Phillips and 
C. S. Taylor. 

In commenting on this change of 
location, Gustave A. Berglund, director 
of sales for the state of California said, 
“It is our opinion that the new quarters 
in the Lankershim Hotel will provide 
not only more workable sample room 
conditions for our customers, but also 
more convenience because we will have 
24 hour a day hotel service and the 
location is certainly one hundred per 
cent.” 


Hare Managing Wolbach 
Department 


GraND ISLAND, Nes.—J. J. Hare, 
manager of the shoe department at the 
Ben Simon and Sons store in Lincoln, 
for the past ten years, took charge of 
the management of the ladies’ shoe de- 
partment of the S. N. Wolbach Sons 
store here August 1. 

Mr. Hare, who replaces I. D. Lane 
as manager of the department has been 
in the shoe business for 22 years. 

The department will stock four lines 
of nationally advertised shoes. 


McBryan Vice-President 
Of Juvenile Shoe Corp. 


Aurora, Mo.—Joseph J. McBryan, 
formerly with Walkin Shoe Company, 
Schuylkill Haven, Pa., will become vice- 
president of Ju: enile Shoe Corporation 
in charge of sales and merchandising, 


JOSEPH J. McBRYAN 


effective August 15. Mr. McBryan 
began his shoe career with J. Edwards 
& Co. in 1919. He was associated with 
them until 1934. When he resigned 
at that time he was treasurer of the 
company. 

In 19835 Mr. McBryan became asso- 
ciated with the Walkin Shoe Company 
where he did an outstanding job on 
Juvenile shoes. 

“Mac,” as he is familiarly known in 
the trade, has made a host of friends, 
not only in the retail field, but in the 
manufacturing end as well. He comes 
to Juvenile with an experience cover- 
ing sales, merchandising stock depart- 
ments, styling, factory production, shoe 
cost accounting, credits and collections. 


10-Day Vacation for 
Employees 

New York—S. J. Glick, shoe whole- 
saler here, is giving his employees a 
ten-day vacation this month, and has 
closed the business from August 5 to 
August 15 for that purpose. A sign 
has been posted in the window stating 
that the business will be closed for 
that period and explaining the reason 
why. Mr. Glick has been in business 
in the same location for 29 years. 


Slavens with Howard & Foster 


ATLANTA, Ga.—Al Slavens, formerly 
with the Holland Shoe Company, of 
Holland, Mich., is now traveling the 
Southeastern states for Howard & 
Foster, of Brockton, Mass. 


Jf 








Fall Shoes Selling Early in West 





Denver Stores Report Active Buying on Fall Types—New 
Last Treatments Popular 


Denver, CoLo.—Daniels and Fisher 
department store opened the Fall show- 
ing of shoes with a new Autumn suede 
in black or brown, the Berkeley 
Square’s “Knobby Toes.” This pattern 
reflects the Dutch influence in new 
fashions, with the one-eye tie and the 
barrel heel harmonizing with the 
knobby toe. 

Fall sales have been active at Gano- 
Downs, and they are among the early 
exhibitors of the new Fall modes. One 
popular number leading in style pref- 
erence is a bow-trimmed, walled-last 
suede with keg heel and trimmed in 
leather piping. At this store about 25 
per cent of new Fall stock is in open 
toes. Colors give black first place, 
brown a strong second, wine, blue and 
green averaging about 10 per cent. 
Suede is the big demand in material. 
From present indications, a very suc- 
cessful Summer season will be fol- 
lowed by an active Fall. The spat type 
of shoe is showing great importance. 
In shoes for men light leathers in an- 
tique trims are firsts. The Tyrolean 
style in Puritan calf is quite promising. 
These shoes favoring sportswear will 
be a popular style all Winter, accord- 
ing to R. O. Mattingly, buyer. 

While Fall demand in shoes at the 
Fontius has been felt in a marked way, 
the regular Fall opening of footwear 
will come later. Hints of their offerings 
are shown in a small display featuring 
black suede in cut-out pumps, suede 
with alligator trimming, brown suede 
with pin perforations, suedes with pat- 
ent-leather trims, also suede with calf 
combinations. Open shoes will com- 
prise about 15 per cent of new stock in 
open toes, but open heels are wholly 
out of the picture. Side-button effects 
and kid leathers with elasticized insets 
are among the new shoes at The Fon- 
tius. 

The May Company Department 
Store made their first announcement in 
Autumn footwear with 1500 pairs of 
new Fall Suretys. Interesting in their 
newness were the blacks, browns, wines, 
forated patterns, alligator combinations, 
toes. 

Among the first new Fall windows 
was Zalben’s, showing the new raised- 
toe types in suedes in plain and per- 
forated patterns, alligator combina, 
and smooth leathers, as well with their 
leading colors black, brown and blue. 

Open toes in all stores will average 
from 15 to 25 per cent of stock. As a 
whole heels are lower; higher fronts 





YOU HAVE A DATE 


STYLE CONFERENCE AND LEATHER 
SHOW, SEPTEMBER 18-19, 1939 


The Style Conference, under the di- 
rection of the National Shoe Retailers’ 
Association in conjunction with the 
showing of American Leathers by the 
Tanners’ Council of America, will con- 
vene at the Waldorf-Astoria Hotel, in 
New York City, on September 18th and 
19th, 1939. 





Nickless with Washer Bros. 


Fort WortH, Tex.—G. V. Nickless, 
formerly with Gano-Downs, Denver, 
Colorado, is new manager and buyer 
for the women’s shoe department at 
Washer Bros. Department Store in Fort 
Worth, Texas. He succeeds W. A. Har- 
ris, who is now in charge of women’s 
shoe department at Cox’s in Fort 
Worth. 
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Bata Granted Fixed 
Assessment 


MONTREAL, CAN. — Bata Shoe Com- 
pany has been granted a fixed assess- 
ment on all factories which it intends 
to build near the village of Frankford, 
Ontario, during the next ten years. The 
matter was placed before voters of the 
townships of Murray and Sidney. 

With few exceptions voters agreed 
the Bata company should have a fixed 
rate of assessment. It will be based 
on 15 per cent of the total cost of the 
buildings. 

Besides five factories, about 30 
houses will be built to provide accom- 
modation for experts and keymen who 
will take up residence on the Bata prop- 
erty. The project calls for erection of 
two factories and 15 houses this year. 





Julian-Kokenge Employees 
Hold Outing 


CoLumMBus, OH1I0—Over 4000 persons 
attended the annual outing and picnic 
of the Julian-Kokenge Co. in Columbus 
on August 5. Chairman of the outing 
was Max Summerman, assisted by Ear! 
Betts, Ollie Nehr, Marcella Robinson, 
Mabel Parker and Jennie Woodruff. 





Play Shoes Have a Fall Season, Too 


[CONTINUED FROM PAGE 24] 


on the market, gives the same effect 
and would also make a smart comple- 
ment to corduroy clothes. 

Other novelties include boots—ankle 
or knee high—and unusual fabrics, 
most striking of which is a leopard skin 






















design. We shall cover some of these 
among after-ski shoes in our Winter 
sports article coming out at the end of 
August. Casual house and lounging 
shoes appear in another article in this 
issue. 
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Transferred to Amarillo Store 


AMARILLIO, TEx.—Sol Spitzburg, who 
has been head of shoes at Levine’s, in 
Wichita Falls, Texas, has been trans- 
ferred to the Amarillo Levine’s store. 
Mr. Spitzburg, who brings 15 years’ 
experience to his new work, is now 
overhauling the entire department. 


Smith Joins Oakland Store 


SEATTLE, WasH.—George “Andy” 
Smith, assistant manager of the first 
floor shoe department at the Bon 
Marche, resigned his position to accept 
& post as buyer for Kahn’s in Oakland, 


Read about all of the features in these shoes. 
let “The Shoes of Tomorrow—Today.” It illustrates and describes 
in detail each unique point. And it also shows 


26 STYLES CARRIED IN STOCK 
Pro-tek-tiv Shoes are sold on a dealer protection basis 


lt was not fancy 


that dictated the 


ro-tek-tiv Shoes name 


HELP NORMAL FEET GROW NORMALLY 


“THE SHOES OF TOMORROW—TODAY"™ 


Every one of their twenty special features has been 


incorporated in these shoes because they help them 


perform these functions. 


Mectiencdmel . . =... 


Right and left heels, an easily explained feature, give support on 
the inside. Here is a decided interest appeal to every mother. 


“THE 
News 
ABouT 
SHOES” 


Send for our book- 


S-STEPHENS-EMBRY (Olin. | 





Calif. He had been with the Bon 
Marche for nine years. A new assis- 
tant has not yet been appointed. 


New England Shoe 
Production Up 


Boston, Mass.—The New England 
shoe states, Massachusetts, Maine and 
New Hampshire, produced in June 
9,540,548 pairs, an increase of 14 per 
cent from June, 1938, as compared 
with an increase of 17.6 per cent reg- 
istered for the entire industry during 
that month. Maine, Massachusetts and 
New Hampshire showed increases of 


15, 11, and 20 per cent respectively 
from June, 1938. 

New York led all shoe states in this 
month with a production of 5,932,525 
pairs, followed by Massachusetts with 
an output of 5,373,454 pairs. 

For the six months’ period, January 
to June, the New England shoe states 
produced 73,802,089 pairs, an increase 
of 5 per cent in output from the same 
period a year ago. Massachusetts’ shoe 
output was 5.5 per cent greater during 
this period and the gains for New 
Hampshire and Maine amounted to 7 
and 3 per cent respectively. All other 
shoe states showed substantial in- 
creases over the same period in 1938. 











Styled os your, 
Aiud 


From sables to shoes today’s merchandise is 
staged to sell! Mohawk Carpets add that rich, 
quiet background against which customers get 
the first important impression of your shoes. 
Fine shoes deserve this Mohawk styling. . . 
lesser shoes need it! And Mohawk’s soft, deep 
pile turns testing steps into selling steps for 
both your trade and you. Let us show you col- 
ors, designs and textures for your store. Before 
carpeting or recarpeting write Mohawk frst! 


MOHAWK CARPET MILLS, Ine. 
AMSTERDAM, NEW YORE 


AGAIN WE SAY 


MOHAWK 
77K 


STAGE YOUR SMARTEST STYLES 
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Large Catch Wins Award 





This big tarpon won an Edison Award medal, given for 
fish over 100 pounds, for Mrs. Belle A. Lepine, widow of 
Frank Lepine who, before his death, represented the Sher- 
wood Shoe Company, Rochester, N. Y., in the Chicago 
metropolitan area and central west territory. Mrs. Lepine 
carried on the line for several years but is now retired and 
enjoying herself in Florida. Mr. Lepine had a wide circle 
of friends in the shoe industry and, during the years when 
she represented the line, Mrs. Lepine carried on that 
friendship and became well known in her own right in 
the trade. 





Restrictions Continue on Waldorf Rooms 


New Yorx—The Tanners’ Council, through its sec- 
retary, J. L. Nelson, makes the following announce- 
ment with respect to exhibits by others than its mem- 
bers at the Official Opening of American Leathers: 

“The restrictions placed on rooms at the Waldorf 
Astoria during the Leather Show, whereby they are to 
be used for sleeping purposes only, will be continued 
during the next Official Opening of American Leathers 
on September 18-19. This decision is in line with th: 
practice followed during the past year which has proved 
to be to the mutual advantage of tanners, shoe manu 
facturers and allied trades. 

“Members of the allied trades who desire to exhibit 
their products at the time of the Official Leather Open- 
ing, will find the facilities provided by the Allied Shoe 
Products Show in the Belmont-Plaza Hotel of great 
practical value. The displays of allied products unde: 
a central management are more easily accessible to 
visiting shoe manufacturers and have, we believe, proved 
to be advantageous to all concerned.” 
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New Possibilities in the 
Slipper Market 


[CONTINUED FROM PAGE 17] 


gowns and the correct colors and pat- 
terns in slippers to be worn with each. 

And why not try out the idea this 
Fall season? The slippers on the mar- 
ket are varied enough to complement 
every kind of gown. For the essential- 
ly feminine gown, there is a wide 
choice of dainty satin—and some vel- 
vet—mules and slippers. Lace, occa- 
sionally ribbon flowers, and embroi- 
dery offer close coordination with the 
dressier negligées. For hostess gowns 
and pajamas, there are more formal 
types with higher heels. Some of these 
could be worn as real evening slippers, 
but most of them have a slightly casual 
air which makes them exactly right for 
entertaining at home. 

In the more tailored types, felt and 
kidskin are classic favorites. Flannel 
to match the gowns is now being made 
by several manufacturers and is popu- 
lar, especially with the college trade. 
Chenille is another newcomer of the 
past season and is gaining rapid ac- 
ceptance. As to the wool-lined, fur- 
trimmed boots and scuffs, there are a 
number of new treatments on the mar- 
ket which promise to be very good. 
An all-white rabbit skin scuff is popu- 
lar because it can be washed. 

Certain leading shoe patterns of the 
current season have been successfully 
carried out in boudoir slippers—the 
Dutch type, for instance, and the spat. 
Since street shoes are more sober and 
tailored than last Spring, some manu- 
facturers expect greater demand for 
gayer and more fanciful house slip- 
pers and are showing many more colors 
than usual. 


Harris Joins R. E. Cox Co. 


Fort WortH, Tex.—W. A. Harris, 
who has been manager and buyer for 
the women’s shoe department at Wash- 
er Bros. for the past twelve years, has 
taken over the women’s shoe depart- 
ment at the R. E. Cox Dry Goods Com- 
pany at Fifth, Main and Houston 
Streets. All new modernistic fixtures 
have been installed in this department, 
which handles shoes from $6.75 to 
$12.75. The children’s shoe department 
has been separated from the women’s 
department and is now on the second 
floor at this store, with W. J. Myrick, 
who also has been connected with local 
shoe stores for many years, as manager 
of this department, which has new fix- 
tures and new stock. 

Mr. Harris, who was manager and 
buyer for women’s shoe department at 
Sanger Bros., in Dallas, for five years 
prior to his connection with Washer’s, 
is secretary-treasurer of the Texas 
Shoe Retailers’ Association. He was 
president of the association from 1934 
to 1936. He is also a member of the 
style committee of the National Shoe 

Retailers’ Association. 





Make 
SELLING Displays 


Fairy Forms have an exclusive ability to produce “sales making” dis- 
plays. Men's, women’s or children’s shoes are always more attractive and 
more appealing when displayed with them. 


Light in weight, they have a delicate richness in keeping with the daintiest 
booties, yet Fairy Forms are strong enough to present the sturdiest 
brogans at their best. 


It is easy to understand why Fairy Form displays make sales. They show 
shoes perfectly—filling out foreparts, holding counters erect and narrow- 
ing quarters to show snug ankle fit. In strap models, the straps are always 
held in the right position. 


There is a complete line of Fairy Forms to meet every display need and 
the great variety of permanent colors permits unlimited display treatments 
and effects. Let Fairy Forms make money for you. 


Mail the coupon today for a complete catalog, illustrating and describ- 
ing all styles and models. 


SHOE FORM CO. Inc. AUBURN, N. Y. 


Shoe Form Co. Inc. Auburn, N. Y. Dept. BS-8 
GENTLEMEN: Please send complete Fairy Form Catalog. 


Name 
Firm 
Street 
City 
































Blunt Toes Given Special 
Promotion for Fall 


CuHIcaGo, ILL.—Blunt-toed early Fall 
shoes, known as “pug-toed” and “snub- 
nosed,” are being given considerable 
special promotion by Marshall Field & 
Co. and are receiving an excellent cus- 
tomer response. The shoes are being 
featured in the moderate-priced Stac- 
catoe room and referred to as having 
“toes as amusingly snub-nosed as the 
face of a Victorian lap dog... as flat- 
tering as only a short-vamped, boxy- 
toed shoe can be . . . and thrilling news 
in Fall shoe fashions.” 

Departmental promotion also pre- 
dicts that “you’re going to see a lot 
of these saucy, bumpy toes that look 
like the shiny, pumpkin-colored num- 
bers the Gibson Girls’ beaux used to 
wear.” 

Shoes in the collection include gaiter 
pumps and elasticised suede with high 
patent heel for accent to match the 
row of tiny buttons up the side; spec- 
tator pumps in black suede with dull 
calf trim; a bustle pump with gros- 
grain trimming, and a suede tie with 
grosgrain lacing. The shoes are being 
sold for at-once wear with dark town 
sheers and for later wear with dark 
Fall clothes. 





F. E. Gannett to Speak 
At N. Y. State Convention 


Rocuester, N. Y.—Chairman E. 
Raymond Park, of the committee plan- 
ning the 21st annual convention of the 
New York State Shoe Retailers Asso- 
ciation, to be held at the Seneca Hotel, 
September 10, 11 and 12, announces 
that William Pidgeon, chairman of the 
speakers committee, has received the 
acceptance of Frank E. Gannett, presi- 
dent of the Gannett Newspapers, Inc., 
as the principal speaker for the ban- 
quet to be held Monday evening. Mr. 
Gannett has been in the public eye of 
late because of the boom that his 
friends have inaugurated to obtain for 
him the Republican nomination for the 
presidency of the United States. Mr. 
Gannett modestly says that his great 
desire is to see the country get out of 
the depression, which to him is para- 
mount to holding a public office. His 
banquet address will be on world and 
government affairs. He has traveled 
extensively abroad and is in widespread 
demand as a speaker. 

Practically every shoe salesman trav- 
eling in New York State has made a 
room reservation at the Seneca, says 
Chairman Park, and he believes the 
displays will be more elaborate than 
ever before. He says that because no 
participation charge is made, the New 
York conventions appeal strongly to 
the salesmen. There will be open 
forums on Monday and Tuesday morn- 
ings at which the problems of price, 
style and buying will be threshed out, 
with prominent shoe men as lead- 
ers. On Sunday night Chairman John 
Slater, of New York, will preside at a 
board meeting and complimentary din- 
ner in honor of President Leslie Gard- 
ner, Oneonta shoe merchant. Election 
of new officers will be held Tuesday. 
No registration fee will be charged 
visiting retailers, it is announced. 





Insurance for Compo 
Employees 

Boston, Mass.—Announcement has 
been made by the Compo Shoe Ma- 
chinery Corporation of the institution 
of a group life, accident and sickness 
insurance plan for the benefit of its 
employees. All present employees are 
immediately eligible, while those em- 
ployed in the future must serve a 
period of three months or more to be 
eligible for the plan. 

Amounts of life insurance range 
from $1,000 to $5,000, according to a 
salary classification, with the proceeds 
payable in the event of death from 
any cause while the insurance is in 
force. The accident coverage provides 
for payments ranging from $1,000 to 
$5,000, payable in the event of acci- 
dental death or dismemberment. Week- 
ly payments ranging from $10.00 to 
$40.00 will provide a source of income 
for employees in event of any disabil- 
ity resulting from nonoccupational ac- 
cidents. Further weekly payments are 
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Mrs. Day’s “IDEAL” 


name in the 
BABY SHOE BUSINESS 

The reputation of this name is known 
to mothers of two generations and is 
a prime asset to the many far-sighted 
children's shoe retailers who use Ideal 
Flexible Hard soles (3-8) as their 
iuvenile foundation line. 


MRS. DAY'S 
IDEAL BABY SHOE CO. 











provided for by the sickness insurance, 
also ranging from $10.00 to $40.00. 

The policy covers a total of 166 em- 
ployees, providing for $350,000 of life 
insurance, $350,000 of accidental death 
and dismemberment insurance, and a 
total of $3,365 in weekly indemnity 
payments. Written on a contributory 
basis, each employee contributes a 
small amount weekly toward the total 
cost of the insurance. 





Cohn Shoe Stores 
Hold Outing 


KENOSHA, WIs.— Employees of the 
three Cohn Shoe Stores of Kenosha, 
Racine and Waukegan, and their fami- 
lies held their 29th annval joint picnic 
recently at the David M. Korf farm 
near here. 

Approximately 45 persons attended 
the outing, which included games, a 
steak fry at noon and a picnic supper 
in the evening. 


Personnel Changes 


MontoomMery, ALA—J. T. Watson, 
formerly with “The Union,” a shoe firm 
in Macon, Ga., has been transferred to 
the shoe department of Nachman and 
Meertief, Montgomery, Ala. 

Harry Baxter, experienced shoe sales- 
man of Montgomery, has been appointed 
buyer of all women’s shoes at Seawel! 
Shoe Company. 
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Texas Store Has Extraordinary 
Mail Order Business 
[CONTINUED FROM PAGE 28] 


each year. One mailing would cover the 
Spring line, and another the Fall line. 
A few months close observation showed 
that a large number of customers on 
the floor were displaying “Guarantee” 
folders, and asking for certain styles, 
shown in this advertising. A further 
check-up on this showed that sales to 
out of town customers were still being 
made. The customers were, in many in- 
stances, driving to San Antonio, instead 
of dropping the order in the mail as 
they did in “The horse and buggy days.” 
The results were still there, although 
they were coming mostly through the 
front door in person, instead of from 
the mail sack. 

The contemplated reduction of direct- 
by-mail advertising was never made. 
Instead, an increase was made. This 
increase was brought about through fit- 
ting the store policy to modern condi- 
tions. Styles were changing more rapid- 
ly. In the old days a style change was 
made Spring and Fall. Under modern 
conditions, styles change at least four 
times per year, so The Guarantee estab- 
lished a policy of four mailings per 
year; a Pre-spring and a Pre-fall mail- 
ing, in addition to the regular Spring 
and Fall mailings. 

The advertising is well planned. On 
the mailing pieces the different types 
and prices are grouped together as 
much as possible. This makes it easier 
for the customer to reach a decision. 
These mailings are still backed up to 
some extent by the “Contact Man” but 
he does not make as many trips, or as 
many towns as formerly. Too many of 
the customers find it a pleasure to drive 
to San Antonio, see the window dis- 
plays, and take in the shows and nite 
spots. 

What are the results from the careful 
planning and four mailings per year? 

When a mailing is made, direct-by- 
mail orders usually jump to anywhere 
from 20 pair to 40 pair per day for 
several weeks. Then mail orders drop 
around five to ten pair per day, until 
the next mailing is made. 

The Guarantee is by no means “a 
cheap price store.” The average price 
is around $10 per pair, which means 
an average of $50 to $100 per day, com- 
ing in through the mail at the lowest 
point. 

In the office, card files carry measure- 
ments for more than 7500 customers, 
who live within a radius of 50 to 250 
miles of San Antonio. This enables fit- 
ting almost as easy as though the cus- 
tomer was on the floor. 

Under present conditions, the four 
times per year mailings bring into the 
store through the mail, and sales to out- 
of-town customers on the floor, many 
thousands of dollars per year but sales 
to out-of-town customers on the floor, 
who bring their folders with marked 
selections, amount to several times the 
amount received through the mail. This 
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Competent Judges—Doctors, Foot Specialists and 
Retailers Give PLAY POISE HEALTH SHOES 
Their Wholehearted Endorsement. 





No. 905 
8% to 12—A to D 


12% te 3—A te D 
$2.00 


LESS 5%—30 DAYS 


PLAY POISE SHOES prevent foot troubles in the normal 
foot. Special construction gives proper foundation to delicate 
foot bones, keeping them in line and balancing body weight 


properly. 


PLAY POISE SHOES strengthen weak feet. They straighten 
the heel bone, thus relieving arch strain and releasing pres- 
sure on irritated nerves and foot tissues. 


PLAY POISE SHOES appear perfectly normal. 


Well-propor- 


tiened lasts combine authentic measurements with an attractive 
appearance which will make these shoes one of your best sell- 


ing lines. 


PLAY POISE SHOES are made of the finest materials and 


are priced to allow you a generous mark-up. 


They are, 


undoubtedly, the finest corrective shoes in the $3 retail field. 


To know more about this line—have one of our salesmen call 


or at least—write for catalog. 





VIRGINIA SHOE COMPANY 


FREDERICKSBURG, VIRGINIA 
MANUFACTURERS 








splendid business is due.to the fact that 
The Guarantee Management has con- 
sistently “fitted its policy to conditions” 
with the same exactness that they “fit 
a shoe to the foot.” 


Crosby Shoe Store Remodels 


WASHINGTON, D. C.—Although only 
three years old, the Crosby Shoe Store, 
at 414 Seventh Street, N. W., is now 
undergoing a frontal renovation costing 
$20,000 according to Maurice D. Orent, 
district manager for the John Irving 
Shoe Company, operators of a national 
shoe chain that has two units in Wash- 
ington. 


The new store will have one of the 


most attractive fronts in Washington, 
faced entirely with Alabama marble. 
A local firm, the Cladny Construction 
Company, is in charge of the work, and 
Solomon Kaplan, Philadelphia, is the 
architect. Lou Bergart, one of the 
youngest shoe store managers in Wash- 
ington, is manager of the store. The 
other Crosby shop in Washington is 
located on F Street. 


Opens Women’s Department 


JACKSONVILLE, FLA.—Purcell’s has 
announced the opening of a new shoe 
salon for women. It is in charge of 
Morton Williams, well-known Southern 
shoe stylist. 

















Bowling Shoes 





PROFESSIONAL 
BOWLING SHOES 
ve Men's Women's 
$3.55 
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LA BELS 


TOLMAN- DAVIDSON 


ERTISING PRESS 





Job Lots 








BIGGER PROFITS 
in high quality 
JOB LOTS 


All Leading Brands 
Nationally Advertised 
Women's Shoes 


Every pair fresh, fashionable, 
perfect 


BARIS SHOE CO.., Inc. 
Dept. R-7 79 Reade St. New York 

















Assembling 10 Years’ 
Supply of Shoes 


DALLAS, TEX.—Miss Elizabeth Galley, 
1514 North Haskell St., who sails from 
Seattle August 25 for Peking, China, 
as a missionary, said Thursday that 
her biggest problem in getting ready 
for the trip is to provide enough shoes 
for her size 8% AAA foot to last 10 


years. 
It will be impossible to buy shoes in 
China, and all shoes which she takes 
with her must have been worn at least 
once, in order to convince custom in- 
spectors that they are not being taken 
abroad for sale, Miss Galley said. 


_ 


N.S.R.A. Issues Fall 
Coordination Book 


New Yorxk—The National Shoe Re- 
tailers’ Association has issued the third 
edition of “Fashion and Footwear,” 
their Costume Coordination Book, cover- 
ing Fall and Winter, 1939. The book 
is intended for the use of retail clerks, 
giving them a working tool by means of 
which they can approach the problem 
of selling shoes more intelligently from 
the customers’ point of view. 

The book is divided into casual cos- 
tumes, town and country costumes, 
town costumes, those for afternoon 
wear, dinner wear and formal evening 
wear, using swatches of representative 
fabrics and leathers. Each costume is 
treated as a unit, with suggested shoe 
colors, hosiery, glove, accessory and 
make-up colors included. In addition, a 
brief summary at the top of each page 
states the general trend in the type of 
costume under consideration, and gives 
suggestions for alternative color com- 
binations. 

L. E. Langston, executive vice-presi- 
dent of the National Shoe Retailers’ 
Association, says in part in the fore- 
word: 

“Regardless of whether your shoe 
stocks are large or small, the salesman, 
if he will study this book, can speak 
with authority in making recommenda- 
tions for not one, but several pairs of 
shoes for a given costume. He also gets 
the story of hosiery colors, of new glove 
shades, he sees sketches showing im- 
portant trends in belts, bags and jewel- 
ry, he is even told what cosmetics smart 
women will use for their various types 
of costumes and colors. If the sales- 
man understands what the book really 
means, in condensing for his benefit the 
most important fashion information 
available from the leading fashion cen- 
ters of the world, he can approach the 
selling of shoes with the broadest pos- 
sible knowledge of the general fashfon 
picture.” 

This Costume Coordination Book is 
only one of a number of services offered 
te members of the association. Among 
others are the Monthly Bulletin, the 
Official Shoe Style Forecasts, and the 
Analysis of Operating and Merchandis- 
ing Figures. 





Brown Shoe Issues 


Men’s Catalog 


St. Louis, Mo—Brown Shoe Com- 
pany has issued an attractive catalog 
of in-stock styles of the United Men’s 
Division for Fall and Winter, 1939-40. 
The cover of tan and dark red carries 
silhouettes of a man, a youth and a boy 
stepping out with a free stride, while 
three of the trademarks of this division 
—Roblee, Buster Brown and Brownbilt 
are featured on both front and back 
covers. A patented plastic binding 
makes this book easy to open. 

Shoes are shown in color against 
colorful backgrounds, some photo- 
graphic of the occasions on which these 
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Skiing continues to grow in popularity. So does 
| the reputation of good Bass Ski Boots. No- 

tional advertising in Esquire, Vogue, Ski Bul- 
letin and other leading magazines. National 
promotion through a second annval skiing 
award. New designs and continued fine ciafts- 
manship. No wonder Bass Ski Boots are be- 
coming as well known as the other items of 
Bass Outdoor Footwear! G. H. Bass & Co., 
Dept. BS-23, Main Street, Wilton, Maine. 


Basys!'BoD 


MADE BY G. H. BASS & CO. 








shoes can be worn, others featuring 
cartoons to depict the uses of the shoes. 

The company is also sponsoring a 
new contest idea. Appealing to the 
artistic tendencies inherent in most 
women, they have devised a design 
contest for their Air Step line, offering 
a choice of a $500 wardrobe or a $500 
all-expense trip to Bermuda for one 
week as first prize for the best original 
design. Other prizes offered are five 
$100 wardrobe prizes as well as a fur- 
ther list consisting of 100 pairs of 
Air Step shoes. This contest is being 
introduced by a two-page spread in one 
of the popular consumer magazines 
and is expected to familiarize the pur- 
chasing public with the details of good 
shoe design and to increase their inter- 
est in new Fall styles. Sketch book- 
entry blanks will be distributed by 
Air Step dealers to all contestants ask- 
ing for them. 


Mrs. Melville Dead 


New York—Mrs. Jennie Macconnel! 
Melville, widow of Frank Melville, 
founder and chairman of the board of 
the Melville Shoe Corporation, a grand 
lady, known to many shoe men, died 
Wednesday, August 2. Funeral ser- 
vices were held in the garden of he: 
country home, Sunwood, Oil Field, 
L. L, at 11.30 on Saturday morning. 
Burial was in the churchyard o: 
Caroline Church. 
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TALKING WINDOWS START THE SAL 





THE SALE 


For Your World's Fair 


Window Trim 
PRICE TICKETS and CARDS 





SUEDES, NAP LEATHERS, FABRICS 
Successfully Cleaned with scott's 
RUBBER 


BRUSHES 












MILLIONS HAVE BEEN 





Aquamarine, yellow, 
on white. 


Any assortment 
of price tags: 





SOLD AT 


50c 


95 





SUPERIOR 


Handle BRUSH 


Five Attractive Colors brush. 
Give your customers the leading 












FULLY PATENTED 


Nothing Like it! 
Nothing Equal to It! 


COLORING STICKS AVAILABLE 
with the Handy Purse Size 
ALL-RUBBER BRUSH 


Equally as efficient as the larger 
Wrapped individually in 
cellophane and packed three dozen 





Scott's 


6 Doz. $1.10 
mm -. ee 











Samples on request to show you 
how they effectively give you a new 
eolor trim each month. 





cleaning brush on the market— 
the brush with the patented 
bristles that actually clean 
suedes, nap leathers, gabar- 
dines, fabrics. These bristles 
remove all traces of dust, dirt 
and grime without harm to the 
shoe. Easy to use — a few 
strokes a day will do it. Colored 
rubber and harmonizing handles 
make an attractive item that 





in attractive counter display carton. 
Coloring sticks are inserted into 
body of the brush——compact, conve- 


nient and easy to use Abrasive 
end for removing foreign substances 
from shoe. Five popular colors. 
Brushes with Color Sticks 
$1.65 Dozen $18.40 Gro. 
Brushes without Sticks 
$1.60 Dozen $17.80 Gro. 





‘Fit 25¢ 








Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 S. State St., Chicago, Ill. 


readily sells at 50¢. 
Hundreds of deal- 


ers now cashing in 
on this quick seller. 
Packed in individual 
| cartons. 
Colors: White, Blue, 
Brown, Grey and 
Black. 

$36.00 per gross; 
$18.50 half $5 
$3.25 per . 
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ALKING WINDOWS START THE SAL 
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Relocation of Department Adds Business 





The attractive new shoe section of the May Company shoe department, Cleveland. 
The circular wall is in buff and ivory while the background of the long display 
niches is in delicate blue. Club chairs are upholstered in blue. Cut-out letters 
mark the section. One of the shoe department stock rooms is located directly 
behind. The other is located at the other end of the shoe department. 





CLEVELAND, OHI0—Remodeling and 
rearranging the women’s shoe depart- 





ment of The May Company, Cleveland, 
has brought merchandising advantages 








_% SCOTT FOOT APPLIANCE CO., OMAHA, NEBR. x 
ne 


and increased business. This store of- 
fers many departments within a depart- 
ment, each representing a distinct line. 

Prior to the remodeling, the Dr. 
Scholl’s shop was located in an enclosed 
area in the very middle of the shoe 
department, thus constituting a barrier 
to traffic. This barrier was torn out 
and the shop relocated to render the 
whole women’s shoe department free 
from end to end. 

Another result of the remodeling is a 
new and larger shoe section at the rear 
end of the department. A stock room 
was pushed back to make additional 
space and a richly decorated alcove was 
finished off there, with four long dis- 
play niches in the circular walls. A 
light color scheme of buff and ivory not 
only makes the section attractive, but 
lends a bright, buoyant background to 
the entire women’s shoe department. 
Special display cases mark the front of 
this section which is furnished with 
blue upholstered club chairs and is 
warmly lighted. 

According to Floyd Page, women’s 
shoe buyer, the new arrangement has 
not only increased the sale of shoes 
about 24 per cent but has brought de- 
partment-wide benefits. Taking out the 
barrier has meant a lot. With the en- 
tire area open, he says, it is far easier 
to trade the customer upward to higher 
priced footwear. Even though she is 
sitting in a lower price area, the sales- 
man has ready access to the other lines 
and the patron is not required to move. 




















A product of 


wearing and infinitely more comfortable to 
wear because it’s ALL rubber—right down 
to the wire mesh! 
and better to make the shoe that has it a 
“first choice” with the customer who weighs 
VALUES carefully. 


STA-TITE 


PANTHER-PANCO CO. 


Even a little 
thing like .a 
HEEL 


will influence 


SALES! 


Take this STA-TITE 
HEEL with the pat- 
ented wire mesh back- 
ing that does awa 

with unsightly na 

holes and metal washers 

way through. Not merely 
better looking . . . but longer 




























It’s enough different 









HEELS 


Chelsea, Mass. 











To Enlarge Men’s and 
Women’s Shoe Sections 


Sr. Louis, Mo.—So phenomenal has 
been the success of the men’s shoe 
department at Boyd-Richardson Store 
at Sixth and Olive Streets, here, that 
Harvey Kopp, manager of the depart- 
ment, expects to double the size of his 
mezzanine floor space by August 15. 
As was explained, recently, in a story 
dealing with this shoe department, Mr. 
Kopp made a serious change in the 
store’s shoe department by switching 
it from a small space on the first floor 
to a larger position on the mezzanine. 
The 40-chair space has proven to be 
inadequate and 20 additional chairs will 
be added and a number of display 
tables installed, since Kopp’s methods 
have made his customers decidedly 
“table display” conscious. The other 
half of the south end of the mezzanine 
will be occupied by the higher-priced 
shoes. The elaborate panelling that 
decorates the present half of the de- 
partment will encompass the new addi- 
tion, and indented shelving will adorn 
the walls and add to the display fa- 
cilities. 

Coincident with Kopp’s department 
expansion is the news from Ingram F. 
Boyd, Jr., vice-president of the firm, 
that he will, assisted by Charles B. 
Wheeler, merchandise furnishings ex- 
pert for the women’s sports wear, di- 
rect the installation of a full-fledged 
women’s shoe department. Prior to this 


time Boyd’s has devoted but ten chairs 
to the development of the feminine shoe 
trade, because the store has always 
been a predominantly masculine insti- 
tution. The women’s shoe department 
has occupied a small alcove adjacent to 
the men’s department, and what trade 
there was found itself being serviced 
by salesmen from the men’s depart- 
ment. Now, thirty chairs will be in- 
stalled, the department will be moved 
down to the north end of the mezza- 
nine floor and will occupy a progres- 
sively modern section measuring 37 
feet by 30 feet. It will occupy half of 
the south end of the mezzanine floor. 
Stock will be amplified considerably to 
meet the anticipated trade and all stock 
will be concealed with the exception of 
the open display tables. The architec- 
tural layout of the department will 
be circular. It is expected that the de- 
partment will be opened about August 
15. Opening promotion will be “Back 
te School,” with particular emphasis 
placed on the going-away-to-school 
group. 

The removal of the women’s shoe 
section from the spot adjacent to the 
men’s shoes opens an opportunity for 
a larger expansion into the boys’ shoes, 
and it is expected that the women’s 
aleove will be converted into a 
“chummy,” “clubby” section for the 
interest of boys and ‘teen-age youths 
who have had to take their chances in 
the men’s shoe section prior to this 
time. 


BOOT anv SHOE RECORDER, August 12, 1939 










Addition to Shoe Family 


Boston, Mass.—Mr. and Mrs. Davis 
C. Drinkwater of Sanborn Road, Hing- 
ham, Mass., announce the birth of a 
daughter on July 24 at Richardson 
House, Brookline. 

Mr. Drinkwater is with the well- 
known concern, Edwin Clapp & Son, 
Inc., of East Weymouth, Mass., in the 
advertising department. He is a grand- 
son of Edwin Clapp, founder of the 
usiness. 


Rosea with Gagonner-Marsh 


Axron, On10—Allen G. Rosea has 
recently joined the sales force of the 
Wagonner-Marsh Shoe Store in this 
city. Mr. Rosea spent eight years with 
the Stone Shoe Co. in Cleveland before 
going to Akron. 

The Wagonner-Marsh Shoe Store is 
operated by the D. M. Siff Shoe Co. of 
Akron and managed by Larry Wil- 
liams. 








In Stock Pre-Welts All Styles 
Mothers Want These Shoes 
KREIDER'S SWEETHEARTS are 
bringing customers — profitably to 

| thousands of dealers. 
Easy to Sell—Fast turnover—Profitable 

Forget the cut-throat, cut-price com- 
petition among “anonymous” shoes. 
Unknown shoes can’t bring in busi- 
ness. 

KREIDER’S SWEETHEARTS are the 
largest selling and yet the {fastest 
growing line of pre-welts because of 
Quality, Workmanship, National Ad- 

vertising, and Popular Price 
| Packed in famous patented toy cradle 
| carton. Free advertising literature. 
| Retail $1 to $1.39. Sizes 1 to 9 
| Sizes 9% to 12 pre-welts also in stock. 
| ORDER FROM NEAREST DEALER 
| KEEHN BROTHERS, Chicago, Il. 
HILL SHOE CO., Philadelphia, Pa. 
; SPECTOR BROTHERS, Boston, Mass. 


JEFF NEWBERRY CO., 
Huntington, W. Va. 


Or write direct for catalog and literature 





The A. S. Kreider Co., Lebanon, Pa. 
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What's New 


Foot Preparation in 
Liquid Form 


The new Scholl Foot Balm in liquid 
form is attractively packaged in this 
neat and handy bottle wrapped in cello- 


phane as protection against soil and 
handling. 


New Suede Brush 


CUYAHOGA.FALLS, OHIO—A combina- 
tion sponge suede brush that roughens 
on one side and cleans on. the other has 
been placed on the market by W. Hull, 
Findings. This is washable and made 
attractive by a varied color assortment. 





Represents Shoe Retailers 
On Fair Trade Council 


Wausau, Wis.—W. C. Schlaefer, 
local shoe retailer and a past president 
of the Wisconsin Shoe Retailers’ As- 
sociation, has been named to represent 
shoe retailers on the fair trade council, 
organized here to police the Wisconsin 
loss-leader law enacted by the 1939 
legislature. 

The council has named a grievance 
committee whose duty it is to investi- 
gate complaints of alleged violations 
and report its findings to the council 
for consideration and possible prose- 
eution. 

The act, which stated that “practice 
of selling certain items of merchandise 
below cost in order to attract patronage 
is generally a form of deceptive adver- 
tising and an unfair method of com- 
petition in commerce,” provides that 
wholesalers must have a markup of 2 
per cent, and retailers must have a 
6 per cent markup on their merchan- 
dise. 





Enlarges Shelf Space 


SEATTLE, WASH.—To make space for 
increased shoe stock, the Bon Marche 
this month enlarged its shelf space, to 
hold 3000 additional pairs of shoes. 

The partition between the fitting 
space and the stock room was moved 
forward, and shelves built into the re- 
sulting space. Display cases replaced 
all but one curtained opening into the 
stock room. 

In order that customers on the other 
end of the floor of the block-wide store 
might “spot” the shoe department eas- 
ily, larger signs were built over the 
display cases. 
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WINTHROP’S SMASHING SHOE SUCCESS 


ADVERTISED 


IN ESQUIRE 


2 


SLACK 


Stock No. 3073 — Creole Tan 

Buffalo with Leather Sole. 

Stock No. 3074 — Creale Tan 

Buffalo and Havana Brown 

Saddle with Crepe Sole. 

Stock No. 3076 — Hav- 

ana Brown Saddle with 
Crepe Sole. 

Sizes A 812, B 

7-12, C 6-12, D 

-< e.o:0 Ge 


Terms 5% 30 days 


HIS brand new version of the Slack ...a Winthrop 
original ... will reach even greater heights of pop- 
ularity this fall. It will be a high-light from 
campus to campus, coast to coast. Featured in the 
September issue of Esquire... it is of genuine East 
Indian buffalo-hide and Havana tan saddle. Your 
customers will see it in Esquire and want it. They 
should be able to buy it from you. 


WINTHROP SHOE CO. « pivision INTERNATIONAL SHOE CO. « SAINT LOUIS 


Plans Hosiery Mill 


LaconiA, N. H.—Establishment of a 
new hosiery mill here by Samuel G. 
Camann, widely known business execu- 
tive, with large interests in Manchester, 
Concord and this city, is indicated with 
announcement by him that he was in 
search of a suitable location. 

Former owner of the Tilton Hosiery 
Mills, Inc., he sold the machines last 
January to Belknap Mills Corporation. 
This will necessitate the purchase of 
entirely new equipment, should Mr. 
Camann decide to go ahead with his 
present plans, which would mean an 
investment of nearly $650,000, he said. 
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“Sea ano facet, a 











SALESMEN WANTED 





SALESMEN WANTED 





WANTED TO PURCHASE 











carried in stock. 


tory in the country. 
future for themselves 





WANTED: Several Live Wire Retail Salesmen 
An established shoe manufacturer that has operated 
men's $2.00 retailer to their line. The line consists of all new lasts and patterns and is the 
last word in styles, priced so that it is competitive with all other lines. Majority of styles 


This ad is for the Hustlers and Go Getters only and have openings available in the best terri- 
This is a real opportunity for the men selected to make a real and lasting 


In answering, state full particulars regarding type of shoes sold, age, and past and present em- 
ployment. Address 364 Care BOOT & SHOE RECORDER, 239 West 39th Street, New York, WN. Y. 


successfully for several years has added a 


















WE BUY 
us Wholesale and Retail 
Stocks. Also Bramded Shoes such as 
} ap oo Florsheim, Enna-Jettick, Vital- 


ity, 
tonians, Stetson, Red’ Cross, Nunn-Bush, Ete. 
IBVIN BUBIN 
“The House of Jobs’”’ 
898 Reade St., Cor. Chure 
Phone Barclay 7-7887 New oo City 














IDE line salesman wanted. Strictly Commis- 

basis, for In-Stock line of high styled 
Women’s Corrective Footwear. $4.00 Retail- 
ers. Advise line now carrying. Territories 
now open in South, also Ohio and Illinois, and 
Hogg nos Pa. Address $355, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





STABLISHED line of children’s shoes car- 

ried in stock on straight commission basis. 
May be carried as a side line. Address #368, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





Bp ge open for live-wire, well-con- 

commission salesmen. Nationally ad- 
Bek my line imported Mexican huaraches. Ad- 
dress #366, care Boot & Shoe | =o 239 
West 39th Street, New York, N. Y. 





WANTED: Shoe Salesman for Iowa, Minne- 
sota, Michigan and Ohio. Sell line of 
women’s, children’s and infants’ shoes from 
stock in Chicago. Good commission. No draw- 
ing. Side line or full time. Address #365, 
care Boot & Shoe Recorder, 209 South State 
Street, Chicago, Ill 





SALESMEN WANTED pom: VIRGINIA; 
CALIFORNIA; IOW AND NE- 
BRASKA; WASHINGTON AAND OREGON; 





GIRLS’, BOYS’, McKAYS AND | WELTS 
TO RETAIL AT $2.00 it Te COM 
PENSATION ON A COMMISSION BASIS 
UNLY. ADDRESS #361, CARE BOOT & 
SHOE RECORDER, 239 WEST 39th 
STREET, NEW YORK, N. Y. 





LINE WANTED 








MEN’S AND BOYS’ 
LINE WANTED 


Experienced salesman with fine buyer- 
acquaintance in New York, Philadel- 
phia, Baltimore and Washington is 
open for a good medium- ie line of 
men’s and ys’ shoes. covered 


ers and manufacturers— For further 
information 
Box 360 iT AND ones RECORDER, 
239 West 39th New York, N.Y. 





















LINE WANTED 


| Fig aes ants gh shoeman desires a manufac- 
turer’s men’s $5 and 56 retailers 

for Long Island, "Westchester County, up to 

Albany, New York. Will furnish hi ¥~ 

references. Address #367, care Boot 

as ame 239 West 39th Street, New ver 








WANTED AT ONCE established line chil- 

dren’s reweilts, Texas, Louisiana. Case lot 
buyers. ‘onnecting line children’s, misses’, 
—— sicls’. Turns, Compo’s or NV cKays. 
‘an use Women’s novelties or men’s dress 
welts. Address #370, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





POSITION WANTED 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


na SHOE COMPANY, inc. 
1 READE STREET, NEW YORK, N.Y. 
Telephone WORTH 2-5180-518! 














SHOEMAN, 15 years’ retail shoe experience, 

desires position; Miami qeeeenes. Manager. 
supervisor or salesman. ormer resident of 
Miami. New York and Florida references. 
Address A. L. Hollander, #363, Boot & Shoe 
al 239 West 39th Street, New York 
ity. 





ME.. MANUFACTURER: Can you use a 
high-type, aggressive salesman in a Pacific 
Coast territory? For past twelve years have 
been retail executive with two large, leading 
concerns. Now employed, but desires change to 
road; age thirty-seven. tt references. Ad- 
dress 362, care Boot & Shoe aan 239 
West 39th Street, New York, N. 





BUSINESS OPPORTUNITY 


USINESS prot we aga — Profit and 

opportunity unlimited on unique method 
Kismtle "pieces baby shoes Pron, Ends and 

antle Instructions very reasonable. 
Write—M. rE Watson, Bellefontaine, Ohio. 








FOR RENT 


SHOE DEPARTMENT — Major part main 

floor high-class ladies’ ew store in Mid- 
dle West. —— up to $12.50. Address #369, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 

















Robert H. Carnahan 


Fort WAYNE, IND.—Robert H. Car- 
nahan, 71, retired boot and shoe whole- 
saler, died at a local hospital of heart 
disease on July 7. Mr. Carnahan was 
born in Lafayette, Ind., but came to 
Fort Wayne when a young boy. He 
was graduated from Yale University 
in 1891. Services were held in Trinity 
Episcopal Church, with burial in the 
Lindenwood cemetery. Survivors are 
three sons, two sisters and several 
grandchildren. 








in 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed Mini | 
mum 75 cents. For all other classified advertisements the rate is 7 cents per word. ees een SS 
When a box number is desired twelve words should be added for the address. In all other cases each | 


classified advertisements is $5.00 an inch with a maximum of 46 words. 
payable advance. 






S Advertisements for this page must be in our New York office on Friday of the week preceding publication “SW 


advertisements. 
of the 
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Define “Closing Out Sale”’ 


MapIson, Wis.—A retail merchant 
selling out seasonable merchandise is 
not required to obtain a “closing-out” 
license if he intends to continue in busi- 
ness in the same location as distin- 
guished from one who plans to go out 
of business, according to an attorney 
general’s ruling which has been given 
to Dist. Atty. E. E. Hohman, Wausau. 

In support of the ruling, the attorney 
general’s office cited the statutes gov- 
erning such sales and which make a 
distinction between seasonal reductions 
of merchandise and complete close-outs. 
Part of the opinion follows: 

“From the wording of the statute it 
appears that it was intended to apply 
where the merchant is closing out all 
or a part of his stock permanently, and 
not to the situation where seasonable 
merchandise is sold at special sale at 
the end of the season. 

“It is a well-known fact that in order 
to dispose completely of a stock of 
goods where the merchant is going out 
of business for one reason or another, 
substantial discounts will have to be 
made, and possibly certain items will 


even have to be sold at a loss. Conse- 
quently, the public may expect to pur- 
chase real bargains at such a forced 
sale, if the sale is a bona fide ‘closing- 
out sale.’ 

“The apparent purpose of our statute 
in licensing these sales is to furnish 
such supervision and control, as may 
be necessary to insure that a sale ad- 
vertised as a ‘closing-out sale’ is one 
in fact, and not merely a bait or lure to 
attract bargain hunters to the sales 
conducted by more or less itinerant 
merchants who make a profession of 
selling their wares at all times under 
the guise of ‘closing-out sales’ but at 
no real sacrifice in price. 

“The situation is entirely different 
in the case of the permanently located 
merchant who merely wants to dispose 
of seasonable goods at some discount 
rather than to carry them over to the 
next season. He will presumably con- 
tinue in business and the public knows 
that while he is not really forced to 
sell at a loss, there will, nevertheless, 
be reasonable discounts so as to enable 
the merchant to stock his shelves with 
new goods for the coming season. Other- 
wise, he will be forced to store the 
seasonable goods until the next appro- 
priate season, entailing expense and 
depreciation through changes in styles 
and the like, while at the same time 
having his money invested in the goods 
which cannot be moved until the follow- 
ing year. 

“For these reasons it is our opinion 
that section 66.35 (1), does not apply 
to a so-called ‘closing-out sale’ of sea- 
sonable merchandise where the mer- 
chant is continuing in business and will 
presumably carry the same line of 
goods when the season for selling such 
goods comes around again.” 


Shoe Man Opening 
Repair Shop 

Osace, Ia.—Ralph Scott is closing 
out his shoe store at Buckeye, Iowa, 
and has rented a shop in the rear of 
the Levers Shoe store here where he 
is installing equipment and will operate 
a shoe repair shop. 
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MERCHANTS’ NEEDS 
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Gus V. Wells—686 45th—Des Moines, le 
Sead Pree Samples cand Prices 





Shoe Store in New Location 


HARRISBURG, PA.—The Father & Son 
Shoe Store moved from its old location 
at 1 North Third Street to new and 
larger quarters at 203A Market Street, 
recently. 

The new quarters allow about 15 ad- 
ditional feet of floor space and ten more 
seats, making a total of 22 seats. A 
modern indirectly-lighted hose display 
space attracts attention on the interior, 
and modernistic and indirectly lighted 
show windows catch the eye of the 
passerby. 

During the first three days in the 
new store, added business was drawn 
through offering free with each pair of 
boys’ shoes a pair of boys’ hose, and 
with the purchase of each $3.15 pair of 
men’s shoes, a large zipper bag, it was 
reported by Edward Smith, manager. 


Irish Shoe Import 
Quota Raised 


MONTREAL, CANADA — The import 
quota into Ireland on certain rubber 
boots and shoes has been set at 100,000 
articles for the period from April 1 
to September 30, next, as compared 
with 80,000 articles in the preceding 
six months. The quota on certain heeled 
rubber shoes has been increased from 
5000 to 10,000 articles, the Canadian 
Government Commercial Intelligence 
Journal reports. 








scheme of merchandising. 





—G. Lynn Sumner, well-known New York adver- 
tising agent, in a recent talk before the Dotted Line 
Club of New York City, made this statement: 


—The sales person in a retail or department store 
can make or break a line of merchandise, a fran- 
chise, or a trademark. POINT-OF-SALE is the 
most delicate and valuable contact in the whole 











